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Chapter I 
INTRODUCTION 
Charles Kettering of General Motors said, "You can send a mes-
sage around the world in one seventh of a second, yet it may take years 
to force a simple- idea through a quarter inch of human skull." 
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Visual aids are a modern and progressive vehicle of expression. 
They present information in ways that are readily understandable and ac-
ceptable . Before dealing "With the direct use of visual aids in a specif-
i c program, it will be well to define the term visual aids ; and to know 
the types and kind of material to be used, as well as the tec~~iques in-
volved. 
Visual aids are forceful supplemental tools which aid power-
fully in imparting knowledge to all kinds of people in any type of meet-
ing. These tools of communications cannot do the job alone, nor do they 
replace the teacher or lecturer, or even compensate for the less capable 
instructor . They will, however, when made a part of a well planned pro-
gram, increase the audience's interest as much as forty per cent, impart 
twenty-five per cent more knowledge, and leave the observer with a great-
er and more l asting understanding of the subject presented. 
Visual aids should be used on a. scale in keeping with the mag-
nitude of the problems. There will be a variety of objectives because of 
the diverse needs of specific organizations, but this paper vvill endeavor 
to show the uses of l6mm films by management, externally; in such areas 
as advertising, public relat ions and sales. However, the emphasis Ynll 
be placed on t he internal use of films· in the employee induction, safety 
and job training areas. 
~ 
The film cost si tua.tion will then be explored. The highlight of 
this chapter will be the section which points out the various methods of 
measuring the return of a film. The greatest obstacle to the use of films 
in industry is built largely around misinformed opinion. There still are 
managements who believe that the cost of motion pictures is too high for 
the benefit derived. This conclusion is usually reached without a thor-
ough investigation of the possibilities of benefits inherent in a well 
planned and executed film program and the actual dollar and cents cost of 
successfully operating a program. Too often it is not the film itself 
that is at fault, but rather the techniques employed in the use of the 
f ilm that are neglected or overlooked. 
The foregoing outline of the general uses of films· by business 
management will t hen be narrowed down to case studies of film usage by 
five large electronics industries. From this background of film appli-
cation the writer has attempted to become specific, in order to answer 
the problem of how films can be profitably used at Raytheon Manufacturing 
Company of Waltham, Massachusetts. Raytheon has grown from a few hundred 
people to 22,000 people in a period of twenty-seven years. This company 
is still in the "growing pains" stage in many areas, one of which is the 
producti on and use of films.. Raytheon has produced tvro films; and has two 
more in production. 
Although this paper is aimed at the profitable use of films at 
a specific company, the management of other concerns might obtain in-
formation which could be advantageously applied to their individual 
situations-. 
Chapter II 
History of Commercial Films 
A. Vllien w.ere commercial films; first used? 
Sixty years ago this coming April, in a converted shoe store at 
1155 Broadway in New York City, the world's first commercial exhibition 
of motion pictures was presented to the public. 
Although the potentialities of motion pictures as a means of core~ 
munications in business and education 1VJere slow in attaining general recog-
nition, it is interesting to note that the early scientists who developed 
the process envisioned its future exclusively in the fields of science and 
education. Thomas Edison said that in ten years films would replace text-
books. Primarily the use of motion pictures in industry and schools; is 
the same in that they both aim to convey an idea. 
B. vVhere were commercial films first used? 
The earliest recorded experiments in giving motion to photo-
graphs were made at Palo Alto, California in 1872. Here Dr. Eadweard 
Muybridge succeeded in making a series of photographs on glass plates 
recording movements of a horse's legs. This was accomplished through use 
of a series of cameras taking pictures at split intervals. He later de-
veloped a method for producing visual duplication of live action by pro-
jecting individual photographs on a screen in rapid succession. Ten years 
later a Frenchman, Dr. E. J. Morey, invented the first camera capable of 
taking, through a single lens, a series of photographa at intervals short 
enough to create the illusion of motion. The invention of photographic 
film by Eastman in 1888 and its use in Edison's Kinetascope the following 
year were the practical beginnings of motion pictures. The projection of 
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a moving photographic image at Koster and Bials Music Hall on April 23, 
1894 really marked the beginning of motion pictures as we kncrr; it today. 
A few enterprising publicists saw great advertising possibilities in the 
motion picture, and they erected an outdoor screen on a building over-
looking Herald Square in New York City where in 1897 the first sponsored 
motion pictures made their debut. The first advertisers were Haig and 
Haig Whiskey, Maillards Chocolate, and Milwaukee Beer. From dusk until 
midnight the pictures were shown on the hugh screen. The traffic was 
blocked in the area, and after three days the police called a halt to 
the public showings. 
The United States Government was one of the first to recog-
nize the advantages of motion pictures for dispensing information. The 
Government showed film at the Jamestown Exposition in 1907 on the sub-
ject of United States Reclamation Service. Some of the companies that 
experimented with motion pictures in this era were International Har-
vester, Swift and Company, National Association of Manufacturers, and 
United States Steel. 
During World War I sixty-two informative films w.ere made by 
United States Army and Navy. 
One thing retarding the progress of motion pictures was the 
fact that all the film in use was 35 mm (millimeter), and this size was 
quite costly. Also the film was highly flammable and therefore rather 
dangerous to use. The marketing of a 16 mm film in 1923, and the deci-
sion to make this a non-theatrical stand~rd by producing it only on in-
flammable stock, were the factors which were responsible for the full 
utilization of films in education and industry. A vast new home industry 
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was established. Prints could be produced at one-third the price of the 
theatrical size, the fire hazard was eliminated, and the projectors could 
be easily carried from location to location. The modern era of visua~ 
communication had begun. Sound was introduced to the motion picture 
films in the late nineteen twenties. 
Films of the United States· Steel Corporation were shown to 
450,000 people in 1928, and to 1,339,316 in 193Ji.* The introduction of 
Kodachrome in 1935 and the perfection of the duplicating process in 1938 
added to the artistic and thought-conveying powers of motion pictures. 
By 1940 there were about 2),000 sound projectors in use for non-theatri-
cal purposes in ~~erica. 
Every industry needed war workers i n their plants during World 
War II. The demand on the home front was for workers and more workers to 
meet heavy production schedules. A good percentage of the new help was. 
untrained in the physical skills in factory mass production work, so a 
huge trainL~g progra~ had to be instituted quickly. Speed and quantity 
were the main fact ors to be considered in establishing such a program. 
The first fifteen films that the government made available to industry 
to aid them in t heir training problems dealt with the lathe, milling m~ 
chine, vertical boring bar and precision measurement, and were released 
in November 1941. Between January 1941 and June 1945 the government 
produced a total of four hundred and fifty-seven sound motion pictures. 
More than sixty thousand prints of these four hundred and fifty-seven 
sound motion pictures have been purchased and are now in use in this 
*'~ country and abroad. World War II was a wonderful testing ground for 
~k 3, P. 45 
-~~~ Training Manual 13, P. 10 
visual aids. In 1941 the factories stopped their civilian production 
lines and ch~Dged over to war weapons. During this interim while await-
ing new blueprints the men saw the films on shipbuilding, and worked· 
with pieces of scrap steel. They tried out the demonstrations they saw 
in the motion pictures on scrap steel and thus ironed out a lot of the 
kL~ks in the production l ine ahead of time. 
The Government produced a wide variety of films·. Some sound 
tracks w.ere translated into Spanish, Portugese, and Fr~nch. By 1945 the 
catalog of training films: for the United States Navy, Marine Corps, and 
Coast Guard listed approximately nine thousand films: available for use. 
In the two years between July 1, 1943 and June 30, 19LJ.5 there were over 
four million two hundred thousand separate showings of films; to soldiers 
and civilian employees of the Army in the United States alone. Adding 
an estimate for the other forces there was a total of over eight million 
6 
film showings in the two-year period by the armed forces, and the average 
attendance per showing was one ·hundred and twenty.* The training films 
produced by the Uni·ted States Government had to be versatile as they were 
intended to be accepted by both industry and educators; universally. The 
films had to be understood by mechanics who were inexperienced as tea~hers 
to aid them in training people of all levels of intelligence. Each pic-
ture produced by the United States Government was based on an actual job. 
This gave the picture validity and reality as well as continuity which was· 
not possible by other treatment. There were far from enough experienced 
tea·chers in vocational schools or in industry to cope with the training 
problem. Craftsmen were given the job of becoming instructors, and due to 
their inexperience as teachers they were not making the best use of films. 
i f- Movies that Teach 5, P. 50 
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Film strips and teachers manuals ~re developed to assist these craftsmen 
in the use of films·. As the result of the motion picture each trai..Tlee · 
gained a clear-cut, forceful, and overall impression of the nature and 
importance of the new skill to be mastered . Along with this a slide 
film, keyed to the basis motion picture, showed how the trainee also 
could accomplish the job steps he had previously seen performed by ex-
perts:. The manual gave instructions to teachers concerning the utiliza-
tion of the motion pictures and film strips.. The motion picture, the 
film strip, and the teaching manual all went to make up the visual aid unit. 
c. Extent of present day use. 
Today, more than 20,000,000 students and adults ~re viewing busi-
ness sponsored films every week.* There are 5,000 business concerns using 
movies for industrial relations. and training. Business organizations: ex-
pect to spend two hundred million dollars on their movL~g picture program 
this year, or three ti..mes the amount spent in 1946.** It is estimated_ 
that today there are 36),000 16 run sound film projectors in use by 
business, unions, schools, fraternal organizations,, and travel associa-
tions. The demand for industrial pictures far exceeds the supply. Mod-
ern Talking Pictures Service, one of the largest of industrial fiLm dis-
tributors in the country, booked about hOO,OOO showings last year, and ex-
pects to increase that number to 600,000 this year. 
The major business concerns are delighted and amazed at the 
growing demand for industrial films. General Motors loaned out films; 
for 241,000 showings last year with an attendance of 13,400,000 persons. 
More than 73,000 requests came to the Company for films. The American 
* 14, P. 5 
-~- 14, P. 6 
B 
Telephone and Telegraph Company last year had an employee audience of 
1,000,000 and ~public audience for its films: of about 70,000,000 peo-
ple. In 1947 seven hundred per cent more 16 mm film was manufactured 
than in 1940. The above facts and figures; illustrate how the sponsored 
motion picture industry has grown from Edison's novel Kinetascope to a 
mass media of communication for business management. 
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Chapter III 
The Use of Films by Industry 
A. External use. 
A good example of the uses which are being made of films as an 
aid to business management is found in sales management. An estimated 
one hundred thousand motion pictures and slide films on the topic of 
selling have been produced in the last thirty years. Recently their use 
has increased to the extent of about twenty million persons· who now see 
commercial movies every week .* That is more than one-third of the na-
tion's weekly attenda.nce at fil!ns produced solely for entertainment. 
1. Company Salesmen 
Many large companies use films to train their sales forces to 
become familiar ~dth the product they sell. The more the salesmen know 
about the product they sell the more convincing their sales talk will be. 
FiL~s can be shown at sales meetings to create interest in the product. 
Pertinent facts can be repeated over and over again in fiL~s, for in 
salesmanship it is usually not so much lack of knowledge as the lack of 
application of that knowledge that results in failure to reach a prede-
termined sales peak. Retail sales clerks can be shown films on the manu-
facturing process involved in the making of the product they sell to cre-
ate interest and the 11 sugar coating" required to sell their product more 
effectively. Firms like the Fuller Brush Company with six thousand agents 
in the field couldn't very well bring ~1 these agents, back to the plant 
in Haxtford, Connecticut and acquaint them with their products;, so they 
show them a. film which enables the agents to get the "feel" of the organi-
zation. This type of film forms a link between the company and its sales-
men. Another category of sales films consists of those used by the Cater-
*19, P. 63 · 
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pillar Company. These products are so large that it is impossible for 
salesmen to carry samples around with them, so films are produced with 
a dual purpose: to show the power and performance of these big machines 
to prospective customers and to train their own salesmen. 
An interesting fact was brought to light in a recent sales 
managers magazine, that the cost per salesman's call of eighty-seven 
industrial companies in 1952 was $9.02 (mean average), and today it is 
$16.31.* Talk no longer is inexpensive. The rising cost of personal 
calls emphasizes the importance of supporting salesmen with catalogs 
and visual aids so that he can spend more time in closing orders. 
Fi~ns can also be used to recruit salesmen to fill jobs. 
Two examples, one a slide film, the other a motion picture , are: 
(1) The Jewel Tea Company's slide film "His Own Business", and 
(2) National Cash Register's sound movie "The Bell Heard Round the 
World". The Jewel film shows a route salesman at work, and is de-
signed for sho-wing as part of a hiring program to make perfectly clear 
to the applicant what sort of work is expected of him. "The Bell Heard 
Round the World" film takes an applicant through a tour of the com-
pany's headquarters, the museum, the factory, the laboratories, the 
shipping department , and the recreation center. The newcomer is ac-
companied by an older employee, who during the tour outl ines the com-
pany 's history, policies, markets, and plans for the future. 
* 18, P. 30 
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c. Consumer Sales 
Service salesmen in many industries are supplied by the home 
office with sound slide films, and sometimes >vith motion pictures, to 
help them in their contact work. An oil burner maker may provide motion 
pictures for the dealers' sales-service men to sh~N in the owner's homes 
to promote regular and better service of his equipment. Some food com-
panies consider proper display and handling of their products under the 
head of service to both retailer and consumer, and consequently supply 
to their salesmen and route men motion pictures dealing with these 
subjects. 
Westinghouse Electric and Manufacturing Company has eight pic-
tures all produced by Roland Reed Production at Culver City, which were 
originally intended to inspire dealers and their salesmen into action, but 
are actually enticing consumers into the stores. Every listed audience 
deemed suitable for these films by the distributor is likely to receive 
a colorful mailing piece which directs the booking request to the sponsor. 
In this case the distributor serves as the sponsor's own film department 
in handling the individual booking orders through a nation-wide film ex-
change network . A typical picture in the current series is "Dinner at 
Six", a consumer sales film on Westinghouse ranges. The film promotion 
extends into a very complete library of television commercials prepared 
especially for local dealer tie-ins by J. Gilbert Baird, Sales Promotion 
Manager. 
Many business organizations, although they sell basic products, 
like to promote themselves as "service organizations", the word service 
being used in these cases to indicate service to the users of their prod-
ucts instead of service for the products themselves. A good example is 
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"Cities Service Oil Company", which sells gasoline oils. Here the word 
service i s used to imply more than gasoline and oil products, - it is 
interpreted in terms of lubri cation and fuel service for motorists. Thus 
many large industrial and transportation companies are "service organiza-
t i ons" in the true s~nse of the word. These companies produce films to 
promote their products in the form of service to their clients and custom-
ers. An outs tanding example of this type of film is 11 0pportunity - the 
Story of the "Best Location in the Nation". This film was produced for 
t he · Cleveland Electric Illuminating Company by the March of Time and was 
made as a "service" to promote Cleveland as an ideal location for busi-
ness. If only one reasonably large manufacturer was attracted to Cleve-
land as a result of seeing this picture the sponsor would have a new 
customer. 
3. Dealer Sales 
Most of the effectiveness of films, used in this field of mer-
ch&Ddising activity depends on the proximity of the sponsor to his whole-
sale outlets and the degree of control he exercises over thei r general 
operations on behalf of his products. I n cases of exclusive distributor-
ships companies are frequently justified in spending the money necessary 
to produce special informational films for this somewhat specialized use. 
Most such pictures are produced primarily for the distributor, but with a 
secondary purpose also provided in the script. For example, these pic-
tures· are most often introduced at general sales meetings, involving com-
pany salesmen, distributors and dealers. The picture thus combines the 
basic elements of sholesale and retail merchandising of the products il-
lustrated, plus details of manufacture and announcement of new products. 
GUD 
RAYTHEON MANUFACTURING COMPANY 
EQUIPMENT SALES DIVISION 
138 RIVER STREET · • WALTHAM 54, MASS. 
Dear Sir: 
One of the best opportunities available to you to promote the sale of 
Raytheon Marine Products is to work with your local yacht club, power 
squadron, fishermen's group or cooperative group. 
Nearly everyone in these groups is interested in the subject, "Marine 
Electronics," and a number of dealers have taken advantage of this interest 
by offering to put on a ''Raytheon Night" at these club meetings. As enter-
tainment, these dealers demonstrate and explain various Raytheon Marine 
Equipments, discuss subjects of interest to boat owners and show interesting 
and entertaining marine films. 
Along with this letter, we are sending you a file folder with suggestions 
as to how to arrange for meetings of this sort. Included also is a suggested 
outline to follow and a listing of marine films which are available on a free 
loan basis. 
Remember, when you talk to marine groups, you have before you a high 
concentration of potential customers. Ideal circumstances! 
DWT:crw · 
Encls. 
Very truly yours, 
RAYTHEON MANUFACTURING COMPANY 
Donald W . Tait 
Manager of Sales Promotion 
13 
Raytheon Manufacturing Company puts out a packet containing a . 
letter to the dealers, reminding them that the best way to promote sales 
of Raytheon Marine products is to work with their local yacht club, pow-
er squadron, fisherman's group or cooperative group, a suggested program 
for arranging at "Raytheon Night" at Marine Group meetings,, and a catalog 
of 11 Free Films Available for Showing ·t Marine Group Meetings". The cata-
log contains listings. of instructional films, salt water fishing films, 
motor boat racing films, water skiing films, and miscellaneous· films. 
The Cocat Cola Company, for instance, has produced many films 
to encourage their licensed bottlers' service representative to teach 
soda fountain attendants how best to serve 11 cokes 11 , and t he proper way · 
to maintain their equipment. An oil burner maker may provide slide films 
for t he dealers' sales-service men to show in owners' homes to promote 
regular and better service of his equipment. Some food companies con-
sider proper display and handling of their products under the head of 
service to both dealer and consumer, and consequently supply to their 
salesmen and route men slide films dealing with these subjects. Out-
standing among organizations using films of all types to promote better 
service are automobile companies. The Dodge Motor Corporation sends 
service slide film kits to their dealers showing every detail of the 
Dodge engine, clutch, brakes, transmission rear end, and show mechanics 
how to repair them. 
A good example of how the motion picture c~D be used to expedite 
the acquainting of company salesmen, dealers, and prospective customers 
with the product of the industry is the manner in which the Philco Corpo-
ration handled this situation. A convention-on-film was staged by the 
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Philco Corporation in 1946. It helped to obtain advance orders for one 
hundred and ten million dollars worth of Philco products·, and in a• con-
densed form trained many thousands of retail salesmen to sell those 
products to consumers. Before World War II the Philco conventions· were 
noted for their color, life and sparkle, and when V-J Day came they 
started planning a Victory Convention to celebrate their return to 
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peace time business. Prior to the war they• had separate dates to in-
troduce new radio and refrigerator lines, and each convention lasted two 
and a half days. The object this time was to present, all at the same 
. time, freezers, air conditioners and other products, in addition to ra-
dios and refrigerators. As the Philco Corporation was in the middle of 
reconversion they wanted to show all these products· in ~ single day. 
To complicate matters even more the Philco Corporation wanted to have all 
their twenty-six thousand Philco dealers present, to give every Philco 
distributor and dealer top executive talks on company plans, and to show 
them the research laboratories and manufacturing plants where Philco prod-
ucts are designed and built. The Company not only wanted to talk about 
plans for expansion, but also to present concrete proof that this huge 
expansion program was under way. 
The solution to all these problems of the Philco Corporation 
was a convention-on-film. The final film, which replaced five days at 
least of the old style normal convention, lasted~ five hours. There 
were thirty-two reels of 35 nun sound film with color for the closing 
sections. More than an hour of the film was allotted to the introduction 
of the complete radio line consisting of forty-three different models. 
These new lines were introduced by company executives as the actors in 
the film. Scenes were taken of the laboratories in the Philco plants. 
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all over the country. The world premiere of the motion picture conven-
tion 1,vas at Atlantic City before an audienc~ of Philco distributors from 
all over the world. The project was kept a secret until the last min-
ute. Many in the audience did not realize until Yrell into the presenta-
tion that the whole convention was on film. The distributors said they 
had never seen new merchandise so effectively demonstrate&. The dis-
tributors also said that they had obtained a background on company poli-
cies, research, and manufacturing facilities which would have been diffi-
cult to obtain in any other way. Evidence that the motion picture was a 
success was the one hundred and ten million dollars in orders for new 
merchandise received by the company at Atlantic City. Just what pro-
portion of this large order can be attributed to the film showing is very 
difficult to determine. 
To supplement the n1m the Company had a large display room for 
the new models of their different products with the modern improvements'. 
As a follovr-up to this Atlantic City showing for wholesale distributors 
tvrenty prints 1rere made to present the same story at meetings for retail 
dealers. After both of these groups had seen the films, it was decided 
that, rather than inactivate such a valuable fi~rn, it would be condensed 
and used for training retail salesmen to sell Philco products·. More than 
seventy prints were prepared on 16 mm films, and the running time was re-
duced to two hours and eight minute$. The films showed the features of 
each model to the salesmen, and simultaneously showed them how to sell 
the product to the customer. 
The Audio-Visual Aid Department of the Boston Public Library in 
September of 1953 announced aJ. new service to the sales departments of busi-
ness and industry. This Department now loans, free of charge, films deal~ 
ing with the techniques of selling to industries in the Boston area 
which are interested in this type of visual aid. The Sales Managers~ 
Club of Boston contributed five hundred dollars toward the purchase of 
these salesmanship films for the film collection at the Boston Public 
Library. "The Importance of Selling" was the first gift film given to 
the Library on October 26, 1953. The purpose of this joint program of 
t he Library and Sales Managers Club is to make available films showing 
the place of selling in the community, and to offer to Boston business 
firms motion pictures to aid in training their sales peronnel. .A com-
mittee representing the Sales Managers Club send for sales films they 
think might interest them, and if the films are approved by the com-
mittee, after previewing, they are bought and placed in the Film Li-
brary. 
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SALES MANAGERS CLUB PRESENTS FILM GIFT 
Left to right: Donald Segal of S. Cupples Envelope 
Company, Inc., Pt·esident of the Club; John 
Adams, Jr. of the Central Mutual Insurance Com-
pany, Chairman of the Club's Film Committee; 
Director Milton E. Lord, who accepted the gift; 
and John J. Canavan of the Credit Bureau of 
Greater Boston, Inc., a club member. 
The Sales Managers Club of The purpose of this joint 
Boston has announced the offer program· of the Library and the 
to contribute $500 toward the Sales Managers Club is to make 
purchase . of _salesmanship film~ available films showing the place 
ior the film collection of the of selling in the . community, 
Boston Public Library . during and to offer to Boston business 
its Centennial year. This gift firms motion pictures to aid in 
will form the nucleus of im im- training· their sales personnel. 
portant collection of sales films A committee, representing the 
which will be . available without Sales .Managers Club and the Li-
charge to Boston groups and brary, is pre-viewing all available 
organizations through the Li- sales films. This committee will 
brary's Auciio-Visual Department. compile an informational list of 
The Imp01·tauce of S elling, such films, including those · films 
the first gift film to be received, selected for the Library's col.:_ 
was presented on October ~~~6-~~leJ'ilct io~ . 
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4. Advertising 
Advertising motion pictures, "spot movies" or "minute movies" 
as they are sometimes called, are usually shown in theatres or on the 
television, and are intended to sell goods or services. Of the nation's 
18, 351 active theatres 12, 219 accept advertising movies. It is possi-
ble to reach a total audience of about 50,256,000 people weekly in these 
theatres. This audience is divided as follows: 54% women and children, 
46% men. Weekly circulation costs ~nll average between 4/10 and 5/10 of 
a cent per person.* This figure does not include production costs of 
the films themselves. 
Advertising pictures have been in use for more than fifty years. 
They were first shown on Herald Square, New York City in 1897, but it has 
only been in comparatively recent years that the distribution of these 
playlets has been thoroughly organized on a national basis. Advertisers 
who do not distribute their products; nationally can employ this medium 
without waste circulation because they can confine 11 spot movie" selling 
to the actual sales territories served by their local plants or dis-
tributors. As an example, a baking company such as Ward can confine its 
screen advertising to the cities and suburbs where its bakeries are lo-
cated and where the product is distributed. An automobile manufacturer 
can use the medium in a sales territory where registrations are con-
sidered lower than they should be in relation to the population and 
competitors" registrations. "Spot movies" are comparable to magazine or 
newspaper advertising, with the added values of light, sound and motion. 
"~.~inute movies" are usually produced in a series of 3, 6, 13 or 26 units 
* 
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and scheduled for showing in theatres on an 11 ECYN11 (every other week) ba-
sis, so a series of 13 pictures would provide a theatre with a new pictrure 
every two weeks for a period of half a year. 
"Minute Movies" or 11 Spot Movies" are most effectively used as 
a supplemental promotion medium in areas of high sales resistance where 
an extra, powerful mercha11dising aid is heeded. This medium can be aimed\ 
directly at a single city or town, country or territory, or it can be 
used on a wider scope t o broadcast from theatre screens the sponsor's 
message in many communities at the same time. 
It would seem that most of the advertising films are prone to 
repeat the sponsor's name too many times and to be obnoxious in content 
to the average v:i.ewer or listener. 
5. Public Relations 
The importa11ce of using films for public relations purposes is 
second only to their use in marketing and industrial training . To at-
tach so much importance to fiLns as a public relations medium is logical 
and completely in keeping with the growing recognition of the signifi-
ca."lce of advertising in general as a means· by which management may com-
muni cate with its customers, prospective. customers, and employees. Many 
business executives; haYe come to believe that mere product promotion in 
advertising does not take full advantage of all effective media'.. There-
fore, motion pictures are being recruited to further the interests of 
many large organizations· ~ The public relations film is not designed to 
sell goods or services directly, but to promote the idea of the use of 
goods and services, and to demonstrate the strength of the organization 
behind these products. This type of picture also helps. to build em-
ployee morale and strengthens wholesaler snd retailer relationships. 
The American business man must not only fully understand his 
social responsibilities to the public, but he must also recognize the 
importance of informing the public of his social obligation. Unless 
this is done by the business leaders public relations will fail, and 
there will be little opportunity for the motion picture medium. Con-
sidering the cost of production of the average business film (about 
$1000 per minute of running time) it will take a great deal of per-
suasion to sell the ordinary business man on the idea of making a 
picture, and especially wnen the results are difficult to measur~. 
The business man would have to be convinced that he needs what he is 
buying, a...11d that it is worth what he has to pay for it. The future 
of the motion picture as a public re~tiona tool hinges on this recog~ 
nition by business leaders of the need for effective communication of 
ideas which is possible through motion pictures;. 
5'a. Attitude Changing 
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Quite often expressions of douht concerning the social benefits 
of private enterprise has thrown business men on the defensive, and pub-
lic relations is frequently directed to correct a bad impression. As a 
result of this and also of the unsubtile attempts to 11 sell11 the public 
"free enterprise" the remarks of business a.re more and more regarded as 
11propaganda11 and subject to doubt in the public 1 s mind. 
To take a spe-cific example: which indicates why the profit sys-
tem is at present under suspicion, why the general public believes that 
private profits lead to social abuses, and why the statements of business 
corporations are questioned. This example may indicate also why con-
structive public relations progrruns are needed badly, and how motion 
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pictures might play a significant part in assisting business to meet its 
social responsibilities. The example is the lumber industry. We read 
frequently in the papers;, magazines, etc. that the rate at which we are 
wasting our forests is a national scandal. We are told that our timber 
reserves already are below the danger line, and at the current rate of 
cutting they soon will be exhausted. You, as a citizen, would find it 
hard to deny that this wasteful cutting of our fores.ts- for private prof-
it is hurting the nation's welfare. But if you had seen the motion pic-
tures put out by Weyerha-euser Lumber Company entitled "Trees and Homes 11 
and 11 Green Harvest 11 you would have a conflicting viewpoint. In these 
public relations films it is shown how one of the Nation's largest 
lumber companies, by selective logging and replanting, is maintaining 
its timber reserves. These films show that sound logging is sound 
business. Therefore, these films should accomplish two things: 
(1) demonstrat~ to the millions who see them that wasteful logging 
practices are not inherent in aJ.l private lumber operations:; and 
( 2_) set a good example of progressive methods for other forest owners 
to follow. This example v-lewed by men motivated by a desire for long-
run logging profits could contribute to the ~limL~ation of such waste-
ful practices which are depleting our timber reserves. 
Although the above two motion pictures are considered success-
ful public relations pictures, they fail to face the fact that private 
logging has resulted in pract.ices which are incompatible ;rith our so-
cial welfare. "Green Harvest" leaves with the audience the very defi-
nite impression that as long as Weyerhaeuser and many other lumber com-
panies are harvesting trees as a crop we need not be fearful about the 
future of our forests. In direct contrast to this film we have the 
editorial in Life Magazine entitled "'rhe Vanishing Forest". This edi-
torial says: 
"The Department of Agriculture took time out to warn a 
joint Congressional committee that we are running out 
of trees. It is a long, sad story whose ending ap-
proaching ~ lot faster than most of us expect will be 
made happy only. if a radical about-face on practices . 
and attitudes of the past. And the over-all forest 
wastage continues at about 35%. On that basis the 
Forest Service figures we will be at the bottom of the 
national woodpile in 20 years." 
It would have been better to have avoided doubt by facing the fact, in 
the film, that our lumber reserves are reported to be vanishing. Also, 
it could have been pointed out that a continuous supply of lumber could 
be assured if such similar practices as those used by Weyerhaeuser were 
followed by more lumber companies. According to the Forest Service one 
of the principal reasons for wasteful cutting, and failure to take care 
of the forests is that small land holders who own most of our private 
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fore&ts simply do not know any better. As much as 70% of the cutting by 
owners of small tracts of timber is classified as badly done. There-
fore, the Forest Service concludes that an immediate educational program 
is needed to teach these private forest owners how to cut treea, how to 
protect them from diseas~, insects; and fire, and how to replant. 
It would be nice if the lumber men solicited the support of 
related industries to carry out an educational program for these private 
m~ers. Here is an excellent place for the use of a motion picture as a 
medium of education. There are about four million owners of small forest 
tracts in the United States, so it would mean group instruction in many 
communities. Many of the armers of small landholdings probably couldn't 
assimilate information in printed form, and pictures ~rould be an excellent 
vmy to present it to them. Due to the number of people involved and the 
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speed required to educate them, the motion picture along with other in-
structional material would be quite capable and appropriate to perform 
this job at the lowest ultimate cost. "\nalysis of the above facts would 
show t,hat faith in the system of free enterprise can be restored only 
through positive programs which eliminate those abuses for which that 
system is held accoun-table. There are some business leaders •vho are al-
ready using motion pictures in an effort to correct unsound business 
practices and to promote a better understanding of the specific benefits 
the profit system has to offer. A good example of this is the motion 
picture "Two Way Street", sponsored by the U. S. Rubber Company, to as-
sist those who are seeking the removal of trade barriers which prejudice 
our prosperity as well as the recovery of countries devasted by war . 
General Mills film shows how a private corporation, in seeking to ad-
vance its competitive position through research, is making positive con-
tributions to the common good by the discovery of ways to make more 
healthful food fer human consumption, and better feeds for animals. Gen-
eral Electric Company also has a film •·mich is impressive in the way it 
graphically displays the Company's financial report to its stockholders 
and YI'Orkers. The motion picture "Clear Waters" sponsored by General 
Electric Company has been a big success in pointing out the dangers of 
pollution of drinking water, and also in demonstrating methods of pre-
vention. These are just a few examples of how a motion picture can be 
a positive influence in eliminating anti-social practices and in dis-
pelling doubts concerning the advantages of our system of free enterprise. 
A good example of an excellent public relations program where 
films are used effectively as a tool LD their program is the Aluminum 
Company of ili~erica (Alcoa). Alcoa's use of motion pictures dates back 
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to 1938 when the first concerted effort on the part of the company to 
use this medium as a part of a package took place. This one was an edu-
cational package. Before this time several pictures were made by Alcoa, 
but they were not organized into a definite program. At the present time 
the company has sixteen pictures in distribution and one in production. 
The pictures of Alcoa are divided into four distinct types: (1) Docu-
mentary dramatic action picture - a public relations type of picture; 
(2) Educational type of picture - an over-all type of picture, showing 
hmv aluminum is made and fabricated; (3) Training picture - how-to-do-it 
picture; (4) Sales picture - question invoking or come-on type. Prob-
ably the best public relations picture put out by this company, or any 
other company of its type, is "Unfinished Rainbows". This picture is 
done in technicolor and portrays the human history of alumimun. 11 Un-
finished Rainbows" , made in 1941, played to 16,077,.561 people in five 
years . It shows the reason behind "Alcoa's" expansion; shows how Alcoa 
considers itself a public service; traces through fifty years on the 
screen the growth of Alc~a!· s only desire, - to sell alumimnn ingots to 
all who .would buy as cheaply as possible for better living conditions· 
-"-
everywhere." "Unfinished Rainbows" , in the opinion of editors of Busi-
ness Screen, has been one of the best salesmen Alc oa ever had. Shown 
throughout the United States in 16 mm, and released to most theatre-.s. as 
a 35 nnn condensed short, "More Worlds to Conquer", it has cost an aver-
age of one and three-quarters cents per :person per showing. Alcoa has 
built its film program on the premise ~hat its industrial motion pic-
tures may generally be divided into two types: (1 ) those designed for 
general audience appeal that blend entertainment and information; and 
*20, P. 21 
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( 2) those designed as straight institutional fi lms i n y, hich the i nterest 
of the audi ence is mai nt ai ned by t he knowl edge of skills imparted through 
a combination of clear, concise narratio11, and t he vivid portr ayal of 
the acti on described on the screen . "Curiosity Shop" is ready for pro-
duction, and this picture will show that Alcoa throughout its corporate 
history has endeavored to make aluminum more useful. It will sell Al-
coa's research and development . Like ''Unfinished Rainbows" "Curiosity 
Shoprr will dramatize individual initiative and issue a challenge to 
youth. It, too, will be in technicolor, and one of the limited number 
of business films produced in technicolor in 1947. 
Alcoa develops and supervises a production .by one of the most 
t horough methods in industrial film work. During the planning and 
script preparation stage, as well as in the approval of the rough cut, 
t he company operates through a committee, with the head of its Motion 
Pict ure Department serving as chairman. All the members of the com-
mittee are held accountable for the technical details in the picture, 
and the chairman reserves the right to pass on all matters of motion 
picture technique. A new committee is selected for every picture. All 
committee members are expert in their field in the company. For general 
pictures the members may be selected from a number of different depart-
ments, so that t he activities of the various departments such as operating, 
sales, research, developing, and engineering can be coordinated. Dur-
ing all committee meetings on script preparation the distribution of the 
picture, as well as the audience for which the picture is intended, are 
major considerations. Probably the most important factor in the success 
of Alcoa's film program is the fact that the distributor is consulted at 
the outset, and may sit in on a number of script sessions,. Alcoa, like 
most of the large and picture-wise corporations:, has not attempted to 
build a motion picture producing department of its own. A representa-
tive of the company works with the production crew at all times and 
serves as liaison between the company and the producer. 
Well, suppose we have gone as far as to make ~ public rela-
tions motion picture, - can we relax then? How can we use this pic-
ture most effectively and in conjunction with the other tools the 
company supplies us with? 
We could sit back and wait for someone to either call or 
write in requesting this picture. This would be the easiest way, but 
it does notbuild a worthwhile distribution program or keep the com-
pany's motion pictures off the shelf. This film vre have sponsored 
probably cost us between $6000 and $10,000 per reel in black and white, 
and four or five times that much if it was in technicolor, so it is up 
to us to get the best possible return on this investment. Let us ex-
amine our job as public relations head of an organization (Company X): 
l. Primarily our job is to build good will for Company X, to 
ensure it better relations with the public. 
2. Next, we might say, to acquaint the public with Company X 
and its products. 
3. Then, we can see that we know the press in our communities 
and that the press knows us. 
4. To help our employees as well as the employees in other in-
dustries using our products~ learn how our product is made 
into a useful commercial article. 
5. To see that our employees know Company X". 
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6. To recruit and train labor. 
These are only a few of the many reasons for industrial and public re-
lations,, but they are sufficient to illustrate our point. With analy-
sis of our work in front of us it is easy to set down after each phase 
of our job the tools which will help us do our own individual jobs 
better. The answer is seldom, if ever, one tool. It is a combination, 
a package, which in the long run will answer our need for communication 
of ideas. Motion pictures as part of this package play a very definite 
and important role. 
5b. Insti t utionaJ.. 
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There is evidence that not hundreds but thousands of business 
firms and associations prepare materials which they regard as teaching 
aids and which they make available as such. The activity varies in in-
tensity from that of the local, independent merchant who produces a 
single little leaflet for distribution within its own community to that 
of the large corporation or association that has numerous teaching aids, 
an active "school program", and a comparatively large staff to operate 
its educational department. 
Whether the teaching aid is a two-page leaflet made available 
by a local business man or an elaborate film distributed by a large 
business association, there is considerable interest in several quarters 
as to the qualifications and motivations of the persons who prepare the 
material. For example: Educators, who generally ass~me that sponsored 
aids are prepared by persons who know nothing of education and its meth-
ods, would like to see preparation of sponsored materials done by in-
dividuals who have an understanding of and appreciation for curriculum 
content, teaching procedures, the aim and needs of education, and other 
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allied factors. Sponsors want materials prepared by persons who under-
stand and appreciate the sponsor's problems, accomplishments, and object-
ives. There are indications;, however, that business is also interested 
in individuals who combine the qualifications set forth by business and 
by educators. 
From eighty-eight industries surveyed by Dr. Thomas Sinclair 
concerning what particular group in their company was responsible for 
preparation of teaching aids the following information was revealed: 
In seventeen companies the advertising department handled this task; 
twelve companies public relations department handled it; thirteen com-
panies delegated the responsibilities to public relations distinct 
from advertising department; twenty companies had a school service 
division of public relations department. There were twenty-two 
"other replies", and four "No replies".* 
A number of commercial companies and several other organi-
zations are set up to help business in one way or another on planning, 
production, and distribution of free business sponsored teaching aids. 
The commercial companies include advertising agencies which differ 
from other advertising agencies only in that they are qualified to han-
dle "school accounts". In addition to commercial firms offering coun-
sel and services for a price, there are other organizations set up on 
a non-profit basis for the express purpose of serving the interests of 
business or education, or both. In this category are the Consumer Edu-
cation Study of the National Education Association, promoted jointly by 
*8. P. 31 
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the National Better Business Bureau and National Association of Secondary 
School Principals and the Committee on Consumer Relations in Advertis-
ing, which is supported by the Association of National Advertisers. 
Another example of a non-commercial organization interested in helping 
business prepare materials of increasing acceptability among educators 
is the National Science Teachers Association. 
In June 1948 Wayne University announced the establishment of 
an audio-visual materials consultation bureau to assist companies and 
associations in the production of instructional material. 
Many educators believe business should prepare materials for 
particular grade levels, and forty-seven of the eighty-eight firms and 
associations in Dr. Sinclair's survey made an effort to do so. Twenty-
one prepared materials for specific grade or age levels, and twenty-six 
prepared materials for school divisional levels, as elementary, inter-
mediate, etc. However, forty-seven business respondents reported that 
they prepared general material and left grading to the judgment of the 
teacher. 
As for testing materials in advance, fifty-two firms in Dr. 
Sinclair's original survey have their materials evaluated and criticized 
by individuals or groups outside their organizations. Thirty-six rely 
wholly on the judgment and experience of their own people. Twenty-six 
try out their teaching aids in schools on an experimental basis. Thus 
more than half of the firms in this study test their materials ~n one 
way or another outside their own organizations in advance of quantity 
production, - thirty per cent of them on an experimental basis in schools. 
In estimating the demand for a teaching aid prior to quantity 
production business depends largely on its own judgment and experience, 
the latter consisting mostly of ~ knowledge of the nature and volume of 
inquiries and requests received. 
Some of the direct uses of films in the school system are 
high speed cameras which are used to explain things which occur too 
rapidly to be grasped through normal vision. To photograph the action 
shown in "The Human Larynx" and "Vocal Cords" (silent, black and white, 
20 minutes, Bell Telephone) cameras which 11 snap11 pictures at the rate 
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of 4000 per second were used. When these pictures are projected at the 
usual speed - 24 frames per second - the vocal folds function at a 
greatly reduced speed. But the viewer actually sees them and can study 
their structure and movement. The reverse is true when the camera re-
cords movement that is so slow that little or none of it is transparent. 
In the film "Plant Growth" (sound, black and white, 10 minutes, Encyclo-
paedia Britannica) single still pictures of a growing plant were taken 
at intervals of several minutes. Thus the plant's development over hours 
and days was recorded on photographs which, when projected at a rate of 
24 f rames per second, showed months of plant growth condensed into ten 
minutes of viewing time. 
One way to see things too small for observation by our eye is 
to use an enlarging lens or a microscope. Today the camera and the mi-
croscope can be combined to record by motion photography things that 
are too small for us to see. This process is usually called photomicro-
graphy or microphotography. The home economics teacher who wishes to 
explain to her students the relationship of yeast growth to bread making 
can show a photomicrographic record, a motion picture of the growth of 
a colony of yeasts and molds, to her class. A 16 mm motion picture 
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"Mold and Yeast" (sound, black and white, 10 mL"lutes, Encyclopaedia 
Britannica), and also "Microscopic Plant Life in the Bake Shop" (silent, 
black and white, 30 minutes, American Society of Bakery Engineers) en-
able every student to see yeast bud and form the carbon dioxide which 
"raises bread dough". 
Through animation learners are able to investigate ideas 
which do not exist in concrete form. Animation is the process by which 
a concept is visualized. It is usually used to visualize a "hard to 
explain 11 concept. Abstract ideas can often be made concrete through 
analogy. A good example of film animation is offered by such films as 
"Jet Propulsion" by General Electric Company; "Gift of Green" by the 
Sugar Information Incorporated is another; "Nervous System" (sound, 
black and white, ll minutes, Encyclopaedia Britannica); "Adventures of 
Junior Raindrop11 • The Bell Telephone film "Adventure in 'I'elezonia" 
teaches children how to correctly use the dial telephone. 
The two basic classifications of 16 mm films as used by school 
systems are: (1) Basic teaching films) and (2) Supplementary films. 
Basic teaching films are usually made specifically for use in 
carefully designated curriculum areas. These films are planned and pro-
duced to improve teaching. 
Supplementary films originate from many sources, and include 
such films as: (1) Documentary fiL~s. These can be extremely useful 
teaching instruments, particularly in social studies areas. Good docu-
mentary films can show students horr people live, think, and act. 
(2) Sponsored films;. Since sponsored films are usually 
part of broad advertising or informational programs, it is generally 
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organized so as to carry its message to the widest possible audience. 
Because the schools are sought as part of this audience, and because 
more and more sponsored films are being produced each year, it is the 
responsibility of school people to understand this type of film and to 
accept the films which contribute to classroom learning and reject those 
which are of doubtful or no value. Some educators feel that sponsored 
films are entirely acceptable in helping to meet the educational objec-
tives of local school systems. Others refuse to use them on the ground 
that the school could become a 11 captive audience" for films which are 
biased in favor of a sponsor's point of view. 
There seems to be a growing insistence on the part of curricu-
lum workers and qualified teachers that community resources must be used 
more and more. There is also a growing insistence that the selection 
and use of films in the classroom should depend on an analysis of the 
instructional needs. If this is so, and if the school wishes to investi-
gate life, those best able to explain the community are the people who 
make up the community itself. \Vho is in a better position to explain 
telephone communications than the telephone company? wVho is better 
qualified to explain the services of an international airline system 
than an airline company? 
The most important question for a teacher to ask after pre-
viewing a film is: Does this film make a contribution to an instructional 
problem beyond what can be accomplished with the instructional materials 
already in use? 
Classroom use of films has revealed many values. Pupil inter-
est is heightened, more learning is accomplished, retention of learned 
material is more permanent, and interest in reading is increased. How-
ever, films should never be accepted as mechanical substitutes for 
teaching, but in the hands of an intelligent, well-trained, and under-
standing teacher the teaching film can be vivid, dynamic and a useful 
instrument of instruction. 
Some of the criticisms by teachers of the busL~ess sponsored 
films are: 
1. The fi~ms try to cover too many topics, thereby re-
sulting in a hodgepodge rather than a few clear concepts 
about a specific topic; 
2. Titles are frequently misleading and have no rela-
tion to the content; 
3. Sponsors are unduly influenced by the entertainment 
film techniques; 
4. Films usually are too long. Instruction films are 
usually one reel, whereas the sponsored films run two 
to four reels in length. 
It has been said that business has produced much film and little theory 
as to how films should be made and used, whereas education has produced 
much theory and few films in accordance with the established theory.* 
As evidence that teachers want more business sponsored fiL~s 
of some four thousand teachers who responded to a questionnai re sent 
out by Hill and Knowlton, who were conducting a survey on beha~ of Am-
erican Iron and Steel Institute, 69% wanted more motion pictures from 
industry; 58% of the teachers wanted more slide films; and 34% could 
find use for more slides.** According to the survey the teachers want 
*7, P. 52c 
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sponsored materials that will bring the children closer to everyday liv-
ing, create interest in cormnercial world, provide up to date information 
not available in t,ext books, enrich class discussion of business, labor 
and government, help students to learn a wide variety of information. 
Writing about the value of visual aids as applied to vocation-
al guidance, Gertrude Forrester states: 
"Visual aids have opened unlimited possibilities for 
enriching and varying the study of occupations. 
They give reality to an occupation because they make 
a situation appear vivid, natural and lifelike. They 
clarify discussion. Close-up views supplement the 
visit or field trip and give views of workers una-
vailable for observation. The dramatic continuity 
of the motion picture is a potent factor contributing 
to its instructional value. The action and anima-
tion, as well as the device of sound, color, slow mo-
tion, and microphotography are admirably adapted to 
picturing men and women at their work." * 
5c. Good Will BuildeFs 
One form of company public relations can be combined with la-
bor relations by the use of motion pictures and sound slide films during 
company-sponsored social occasions in towns where the company has plants. 
Such programs= are based on the fact that employees of a local plant are 
virtually "the company" in that corrununity, and anything that the home of-
fice does to improve local social and living conditions will reflect 
credit on the entire organization. 
At a "Family Day" sponsored by Pratt and Whitney Company of 
Hartford, Connecticut, a company film titled "Here's Where You Come rnn 
was shown to about 35,000 people. This "Family Day", which extended 
over a period of four days from October 26, 195~ through October 30, 
1952 was attended by the families of the employees of Pratt and Whitney 
The 20-minute sound film, in full color, tells 
not only the story of Raytheon's rapid growth, 
but presents a picture of what the mushrooming 
electronics industry is doing to aid New England's 
economy: showing what it means to the people of 
this region in terms of employment, security, 
and income. 
Choose any of the four nights to bring along 
as many as the family car will carry •.. or take a 
bus and drop in between seven and nine P.M. 
The movie will be shown every half hour, be-
ginning at seven, in the auditorium of the Waltham 
Boy's Club, 20 Exchange Street (just around 
the corner from the public library}. 
Admission, of course, is free 1 
Company. The film "Here's Where You Come rnn was shown to all the peo-
ple visiting the plant, and followed a new employee starting at the em-
ployment office, explained why all the long forms were necessary, and 
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why the physical examination was also necessary. The type of persons who 
work at the plant, young pigh 1school girls and grandmothers, was brought 
out by the film. It went on to show facilities such as cafeterias, cre.d-
it unions, recreation rooms and advancement schools. The film described 
how wages were figured and adjusted, and the part the personnel depart-
ment plays in insuring fair pay for a day's work in various skills, and 
physical requirements of the positions:. This type of film apparently 
aids in promoting good will among people who live in the near communi-
ty of the plant. The film mentioned above shows the role of the corpora-
tion in terms of human management,. Also it could be a good morale build-
er for the employees. 
~ary 
An example of the uses which are being made of films as an aid 
to business management is found in sales management. Such external uses 
of films as: training the company salesmen to become more familiar with 
their product; a selling tool for the salesman where physically carry-
ing a sample of his product is impossible; and recruiting salesmen, help 
us to evaluate films. 
Service salesmen in many industries are supplied by the home 
office 1vith sound slide films, and sometimes with motion pictures. Many 
business organizations, although they sell basic products, like to pro-
mote themselves as service organizations, - service to the users of 
their products instead of service for the products themselves. 
Most of the effectiveness of dealer sales fi~~s used in this 
field of merchandising activity depends on the proximity of the sponsor 
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to his wholesale outlets and the degree of control he exercises over their 
general operations on behalf of his products. Raytheon Ma~ufacturing, 
like many other companies, put out packets to their dealers suggesting 
to them programs whereby they can best promote sales of their products. 
A good example of how motion pictures can be used to expedite 
the acquainting of company salesmen, dealers and prospective customers 
with the products of industry is the manner in which Philco Corpora-
tion handled their convention-on-film program. 
Advertising pictures have been in use for more than fifty 
years, but it has only been in recent years that the distribution of 
this type of film has been thoroughly organized. It would seem that 
most of the advertising films are prone to repeat the sponsor's name 
too many t~nes, and to be rather obnoxious in content to the aver-
age viewer. 
The importa~ce of using films for public relations· purposes 
is second only to their use in marketing and industrial training. The 
public relations film is not designed to sell goods or services di-
rectly but to promote the idea of the use of goods and services, and to 
demonstrate the strength of the organization behind these products. 
The American business man must not only fully understand his 
social responsibilities to the public, but he must also recognize the 
importance of informing the public of his social obligations;. The 
future of motion pictures as a public relations tool hinges on the 
recognition of business leaders of the need for effective communica-
tions of ideas which is possible through motion pictures. Motion 
pictures can be effectively used as a positive influence in eliminating 
anti-social practices and in dispelling doubts concerning sujects such 
as the advantages of our system of free enterprise. 
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A large number of business firms and associations prepare and 
produce sponsored teaching materials for distribution to schools. Wheth-
er the teaching aid is a two-page leaflet made available by a local busi-
ness man or an elaborate film distributed by a large business association, 
there is considerable interest as to the qualifications and motivations 
of the persons who prepare the material. A number of commercial compan-
ies and several other organizations are set up to help business on plan-
ning, production, and distribution of free business sponsored visual 
teaching aids. In estLmating the demand for a teaching aid prior to 
quantity production, business depends largely on its own judgment and 
experience based on nature and volume of inquiries and requests re~ved. 
Many of the physiological limitations: of man 1 s ability to ob-
serve can be oversome by 16 mm sound picture film by use of slow motion 
or fast motion pictures, photomicrography, direct photography, and ani-
mation. The two basis classifications of school system films: are: (1) 
basic teaching films; and (2) supplementary films which include docu-
mentary, and sponsored films. It is the responsibility of school people 
to understand sponsored films, and to accept the films which contribute 
to classroom learning and reject those which are of doubtful or no value. 
According to a questionnaire sent to four thousand teachers 
69% of them wanted more business sponsored films, and 58% wanted more 
slide films. The most common criticism by teachers of business sponsored 
films were: titles misleading, films try to cover too much area; too 
much entertainment teqhniques, and films are too long. 
Telling people in the immediate community and families of 
employees about the human side of management, and just how the company 
works, helps to build good will. The versatility of public relationso 
films appears to be obvious. 
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Chapter IV 
Internal Uses of Films 
Customer to sales organization relationship and public rela-
tions films are the most widely used by industry. Internal business 
films are less widely used and less heralded, but many organizations. that 
have used both have found that dollar for dollar the internal tJ~e film 
obtains better results wherever it has been tried. 
When a unit for production of internal business films is first 
organized they usually have a small number of personnel and the activi-
ties are few, usually related to selling activities, but when film pro-
duction gets under way the scope of activity expands far beyond its 
original purpose. 
In internal films it is the subject matter that is important. 
It need not be dramatized, and it is best presented in a straightfor-
ward expository style. The subject matter for internal films need not 
be created and staged, as there is plenty of material in the industrial 
processes, in the men, and in routines of organization. Most people 
are eager to learn how things are made, especially if it is made by 
t heir own company. 
In large organizations, particularly, the loss of personal 
touch is a morale factor that should interest every business manager. 
Managers are very busy and the days are not long enough to maintain 
that desirable form of contact. A film outlining the organization of 
the company would reestablish the personal contact and also depict 
clearly the personalities of the men performing the various functions 
in the organization. This type of film can build morale and improve 
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the efficiency of the organization. 
1. Employee Induction 
Not so many years ago a man worked for a 11boss 11 , now he works 
for a company. Not too long ago in our manufacturing industries a work-
man was an artisan producing with his hands some finished article that 
he could point to with pride as something he himself had made. A great 
deal of the job satisfaction that an individual took home as pride in 
his craft has disappeared, and we have neglected to give him something 
to take its place. Industrial relations is an individual matter be-
tween a supervisor and each individual whose work he supervises. 
We can learn much from fraternity or lodge experiences. Vfuy 
do we have hazing of freshmen, fraternity and lodge initiations? We 
have hazing because a thing means much more to us if it is wrapped up in 
a little ceremony. There is not much ceremony in taking a new man into 
an office, sitting him down beside another fellow at a desk and saying, 
"Here, Joe, Bill is a new man coming in to help you with your work, 
shO\'f him what to do". 
Getting an employee off to a good start on his job is one of 
the most important elements in any sound employee relations program. 
First impressions are difficult to change. Therefore, many organiza-
tions find that it pays to indoctrinate an employee into his new job 
with a carefully prepared motion picture or slide film. Although it 
is sometimes necessary to show such a film to an audience of only one or 
two new employees, many organizations find such a showing one of the 
most important phases of their entire employee-relations program. It 
plays up to an individual's ego to have such a showing, and if . the work-
er is given an understanding of his contribution to the whole he will 
take pride in his job no matter how lowly the screw that he turns. The 
American workingman wants to know the importance of his efforts, and 
the wise employer will make sure that the worker fully understands the 
relation of his task to the whole, and that he knows something of his 
company policy. 
There are many kinds of orientation programs, but they all 
have one purpose. Companies should take enough time-paid time to make 
the new man feel at home, to tell him what he wants to know. 
What are the bare essentials an organization should communicate to the 
new employee: 
A. (1) VVho are you? 
(2) What is the history of the company? 
(3) Who owns the company? 
(4) What does the company make? 
(5) 1¥here does the product go? 
(6) Is the company making money? 
B. The terms of employment (1) If you have an incentive plan, how does it work? 
(2) 1Vhen is pay day? 
( 3) 'What payroll deductions are made? 
(4) What group insurance and other benefits: are provided? (5) VVhat about sports, parking lot, and so on? 
c. Shop rules should be explained to the worker. 
D. Where is everything: 
(1) Where are the lockers, time clocks, washroom, snack 
( Z.) bar, first aid room? 
(When are the rest periods? 
(3) Where are the quick exit routes in case of fire or 
bombing? 
E. What are the philosophies of the company? 
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Motion pictures help to interpret the spirit of the company to 
new employees, declares Thompson Products Incorporated. The film "Work-
ing Together", a thirty-two minute color movie, is shown daily to new 
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employees, in small groups to welcome them into the company's ranks. 
Raytheon Manufacturing Company in September of 1953 published 
for the first time a pamphlet entitled 11Your Job and Raytheon", which 
was given to all new employees and also to all present employees regard-
less of their seniority in the company. Raytheon also shows the film 
"Electronics in Action" to all the new employees at the Tube Division lo-
cation in Quincy, Massachusetts. The film is shown ever Monday, Wednes-
day, and Friday to as small an audience as three people by Mr. William 
Brown, Training Director of Tube Division. Mr. Brown also gives the 
group of new employees a lecture on safety practices, where they fit 
into the organization, and what is expected of them. W~. Bromm said 
that the reaction of new employee$ to the film showing was exception-
ally gratifying to him. Many of the group never knew where the tele-
vision division was located, or that Raytheon made such a diversified 
number of products. Also, new employees, as part of their orientation 
program at Raytheon's Quincy plant, tour the plant under the super-
vision of the Training Director. 
The Quincy Tube Plant is the only division in Raytheon that 
has a formalized orientation program or anything that resembles an 
orientation program. 
2. Employee Job Training 
Films can serve both broad and specific orientation purposes; 
they can indoctrinate new employees not only in the over-all "feel" and 
policies of the company but also in certain specific departmental af-
fairs and operations;. Films can help create proper attitudes, teach 
skills, and impart knowledge, thus contributing to faster up-grading, 
better and more efficient production. 
Some authorities say that pictures reach their highest degree 
of utilization in the area of skill training. It is generally accepted 
that films speed training from ten per cent to seventy-five per cent in 
certain fields. The averages show that skill training is speeded up by 
at least twenty-five per cent when films are used.* 
Dr. Louis S. Goldman, formerly supervisor of the Audio-Visual 
Center, School of Business and Civic Administration, City College of 
New York says: 
11 The basic aim of audio-visual training as used in in-
dustrial plants should be to make the indiyidual more 
efficient and better satisfied in his job. Audio-visual 
techniques offer assistance in much more than training 
for job skills alone. They also have fine potentiali-
ties for building morale which leads to greater produc-
tivity. By widening the employee's appreciation of his 
part in his company's total production, and even more, 
his appreciation of the importance of his company's 
product, they add to his interest in his job. it was 
found during World War II that. the morale of employees 
in, say the ball bearing department of a tank plant, was 
greatly heightened by films showing how the tank was 
performing on the battle front. 
"Such a concern as International Business Machines has 
found similar benefits in peacetime production through 
a program in which audio-visual aids broaden each em-
ployee's understanding of his role in the manufacture of 
the company's machines. IBM, in fact, has installed its 
own audio-visual department to produce films, filmstrips:, 
and training manuals, not only for teaching training, but 
also for a general education program." ** 
The fundamental aims to be considered in the use of audio-visual tech-
niques in the training area is to make the individual more efficient 
and better satisfied in his job. Training techniques must be related 
to such broad considerations as employee selection, human relations, 
and incentives. These factors are just as important in the training 
situation as the methods used by the trainer. 
*10, P. 19 
**10, P. 20 
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Many business organizations, aware of the enthusiastic claims 
made for the training films, have spent large sums of money for them 
only to find that the results were disappointing. One industrial con-
cern which had produced a motion picture at considerable cost, for in~ 
stance, recently stated that the film "is not as instructive as had 
been supposed" and concluded that "it is not useful as a teaching aid". 
When it is considered that a professionally produced motion picture 
costs from five hundred to ten thousand dollars a minute, it is hardly 
surprising that the enthusiasm of many training directors has been 
chilled by such experiences. ~fuile extravagant statements concerning 
the results that can be expected from films and other visual aids must 
of course be discounted, the fiL~ medium does offer a superior method 
of teaching many subjects, and often represents an economical method of 
~raining. Although the high cost of film production precludes the use 
of this medium when the expense cannot be spread over a large number of 
trainees, some companies have demonstratedwith impersonal logic of the 
adding machine that training films can pay for themselves by reducing 
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the time required for training .and by improving the quality of the train-
ing program. 
Why, then, have many industrial concerns found the use of 
training films unrewarding? Very little is knovm about the specific 
types of information which can be learned better from films than from 
other teaching devices. Even less is understood concerning the in-
structional techniques which give films an advantage over other teach-
ing methods. Because of inadequate information about the medium of 
films, expenditures for training films will entai~ considerable risk 
for some time to come. Some of the disappointment is avoidable, how-
ever. Much of what is already known about the medium of films and the 
proven instructional techniques is not being adequately applied. Part 
of the reason for the ineffectiveness of many training films can be 
found in the films themselves. Not only have the planning and produc-
tion of a number of films failed to conform with their training objec-
tives, but also their production often has been undertaken when the 
subject matter called for other teaching methods. An even more common 
cause of disappointment can be attributed to the improper manner in 
which the f ilms are used rather than to defects in the films themselves. 
For training purposes slide films, both saound and silent, as 
well as movies, help accomplish training objectives quickly. This is 
particularly true when they are used in conjunction with models, actual 
parts and assemblies, equipment, and printed materials. Each has a 
specific use in the average training program. 
The outstanding advantage of a silent strip fi~m in this type 
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of work is that the instructor may hold any picture on the screen as long 
as desired. The instructor can point out the part under discussion when 
the picture is on the screen and dwell on the subject as long as necessary. 
In contrast, the sound slide film has a different value. This 
type of media is often used to convey more general information and skills 
which can be recorded, and can move along without interruption. The 
sound slide story should be simple, and used to teach relatively simple 
operations; for instance, how to operate a private switchboard, how to 
service a carburetor, hO\v to assemble a gear box, how to care for a sim-
ple milling machine, have been taught to those who are expected to per-
form them. 
Both the silent strip film and the sound slide film have one 
main function and that is to explain. They present more detail, and 
present it better than a motion picture. Slide films can deal vdth 
more complicated problems, of instruction because they 11move 11 at a slow-
er pace and, in the case of a silent film strip this "movement" can be 
controlled by the instructor to conform to his pace and to the compre-
hension of the audi~nce. 
Slide films, of both silent and sound type, are best used for 
the following purposes in training in-plant classes: 
1. Illustrating lectures. 
2. Clarifying mechanical details;. 
J. Instructing artisans and mechanics. 
4. Visualization of assemblies and pl~~s. 
5. Picturing product and its packaging. 
6. Presenting distribution facts. 
1. Presenting over-all details of company organization. 
8. Presentation of all types of detailed instructions;. 
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The motion picture also has a very definite place in the train-
ing class. To the layman it may seem that slide films and motion pic-
tures are equally useful for these jobs, but that slide films are cheap-
er. It is true that slide films are much cheaper to produce and they do 
perform a very definite function in training employees~ but slide films 
lack the impact of true motion which is very necessary for certain steps 
in training where motion is involved. 
A good example of the proper use of motion in a training pic-
ture is the recently released RCA Victor twenty-one minute sound "movie" 
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"Your Surest Selling Job". This is a documentary film dealing with the 
fundamentals of retail selling. In this instance a moving picture was 
decided upon because the subject deals with RCA Victor's 45 R.P.M. auto-
matic record changer and system. Motion as well as sound was needed to 
emphasize its selling points. 
A new development is the stereoscopic or third-dimensional 
slide film which can now be produced in black and white or color, silent 
or sound. This technique gives the audience the impression of true 
depth on a two-dimensional screen. The value of this type technique in 
teaching mechanical subjects can most readily be evaluated by imagin-
ing a gear box, perhaps a tractor transmission, or a set of lathe 
gear~, each pair of gears being painted in contrasting colors. If it 
is photographed in color and transferred to a three dimension silent 
strip film, the instructor can describe how each gear meshes with its 
opposite number, identified by color and position, to give a specific 
result in power transmission, and every student in the class will have 
the lasting impression of actually having the gear combinations in his lap. 
The object of every training film must be to produce a certain 
effect upon the individuals in an audience. We have to understand this 
audience and know the training need (what will attract and hold their 
attention) before we can plan the training film. Every training film, 
to be effective, must be planned to fill a specific need for a specific 
audience. All United States Office of Education films are based on 
these audience assumptions: 
1. That the trainee will want to learn how to do his job. 
2. That a skilled instructor will use the film aspect of 
a planned program. 
3. That trainee will see the film several times. 
4. That a silent filmstrip and manual will ac-
company the film. 
5. That each film will serve a specific, limited 
training purpose, a.lone or as part of a series.* 
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These tenets: were developed during World War II when many experts were 
involved in intensive thought, and skilled planning was devoted to each 
series of training pictures under pressure of grave necessity. 
For many subjects films do ru better job of teaching, and en-
able the tr~inee to retain the information longer. This generalization 
has been supported by tests; conducted by psychollogists; and educators .• 
For example, Phillip J. Rulon, Dean of Harvard College School of Educa-
tion, in an experiment with the use of films in teaching general sci-
ence has found that (1) in terms of the immediate trainee achievement 
the teaching technique employing the motion picture film is 20.5% more 
effective from the instructional standpoint than is the usual unaided 
presentation; and (2) in terms of retention the gain of the film group 
is 38.5% greater than that of the group not using films. Army research-
ers summarized tests on the effectiveness of military training filmffi 
with a statement that "what films actually did was to improve the 
quality of the training offered in the allotted time. 
Key punch operators at John Hancock Mutual Life Insurance Com-
pany, Boston, are increasing their efficiency by learning to read a series 
of numbers or letters in a split second. The Hancock training program 
is patterned after that given to Air Force and Navy pilots during World 
War II. At a hundredth of a second the Hancock students learn to record 
immediately on their adding machines a number consisting of six or seven 
*27, P. 44 
digits which is flashed on a screen by a machine called a Tachisto-
scope. The anned forces used the Tachistoscope in training pilots; to 
recognize fast flying aircraft at a quick glance. Designed to increase 
perceptual span and thus make working with figures easier class sessions 
are held 20 minutes daily for a period of six weeks. During the early 
part of t he course small number or letter combinations are shown, but 
as the training continues the number and word groups are enlarged. 
Gradually a worker's eyes and mind are trained to perceive and record 
large series, in less time than it takes for most cameras to click. 
"The course is beginning to show some fine results", according to John 
W. Rice, Personnel Assistant, who conducts the classes. "Evidence has 
come to light showing that members of the first group to be trained have 
produced a gr eater volume of work than others in their dividions who 
did not have t he training. This happened in spite of the fact that the 
training was designed only to make their jobs easier. No one said any-
t hing to the students about increasing their speed. This they did on 
t heir own." * The project was begun on an experimental basis last Feb-
ruary 1953 with a series of carefully matched training a11.d control 
gr oups of workers f rom various Hancock departments. 
It should not be forgotten that we chiefly learn by doing. 
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Any visual training program must be carefully integrated with actual on-
t he-job experience with the work demonstrated on the film. ~~en it is 
necessary to recruit inexperienced help t he problem of training is of 
course great, and opportunity for use of f ilms is broad. However, the 
majority of films for such basic training need not be specially pro-
duced. Stock films are available i n great variety for use in the develop-
~~16 , P. 17 
John W . Rice , Personnel Assistant for 
Hancock Mutual , operates Tachistoscope 
used in training keypunch operators to 
read numbers and letters flashed at a 
hundredth of a second. After training , 
workers are more efficient than simi-
lar employees not given the training . 
Keypunch operators at Hancock Mutual record seven-digit numbers flashed on screen at a hundredth of a second. 
Workers learn to ~~see'' Faster 
ment and improvement of basic skills. 
Raytheon Manufacturing Company has a problem of high spoilage 
as a result of welding tube types. After careful study it was found 
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that th~ operators of the resistance welding machines were poorly trained. 
Welding engineers suggested that the operators, supervisors, mechanics 
and foremen have a good indocrination course in the theory of resistance 
welding. The reasoning was that the more the people lmew about what 
happened when they put their foot down on the pedal that welded the 
parts together the better job they would do. A small group (4.5 people) 
have been shown, to date, the film "This is Reistance Welding" (color and 
sound, - also animated) which was borrowed from General Electric Company 
on a free loan basis. 'rhis film gives a good background education to 
welding, and even though it is technical in nature the animation in the 
film makes it easily understandable. William Brown, the training direc-
tor at this Receiving Tube Plant, says the film has definitely helped in 
cutting down spoilage by teaching the people the theory behind what they 
are doing. According to Mr. Brmvn the spoilage rate has been reduced ap-
proximately 6.5% in the one department where the training program has 
taken place. 
Some traini~g directors claim that a poor film properly used 
is superior to an outstanding film which is simply thrown at an audience 
in a slipshod manner. This could be argued pro and con, but the fact 
remains that proper use can greatly increase a film's effectiveness. 
An Army study disclosed that trainees learned .58% more from a film prop-
erly introduced than from the film used alone.* No definite formula for 
use can be g~ven, for the most important element in film utilization is 
*13, P. 648 
50 
gearing it to the specific needs of the audience. However, the follow-
ing approach has produced good results in industrial organizations, and 
can well be used with suitable modifications to suit the time and place: 
1. Short introduction by speaker eXplaining the impor-
tance of the film to the audience, and why it is 
being shown at this time. Give an incentive for 
close observation of the film by throwing down a 
challenge to see who can remember the most, and 
announce that an open quiz and discussion will 
follow the film. 
2. Show the film. Make certain that proper prepara-
tion permits the showing of the film by the mere 
throwing of a switch without attaching wires, 
fidgeting with the focus, and experimenting with 
the sound. 
3. A review quiz, from especially prepared questions. 
Have copy of script handy for reference. Lead a 
discussion of ideas suggested by film. 
4. Adjourn to shop or office to drill immediately in 
new techniques, - "learn by doing". 
5. Show the film again after a day or two of practice, 
and preface its projection by a discussion of fine 
points to watch for. 
An Army study conducted during World War II disclosed that trainees 
learned about 33% more new material from a film when they knew they 
were to be tested on its contents. 
Training Program in Quality Control 
Attracts Personnel from Other Divisions 
A new type of training program 
has been put into effect recently 
in the Equipment Manufacturing 
Division. This program, currently 
underway in the Operational Test 
Departments of Quality Control, 
has the threefold purpose of train-
ing newly hired employees in the 
techniques and methods of the de-
partment, experienced employees 
in specialized techniques, and all 
employees in new methods and the 
operation of new equipment. 
The program was initiated by 
Arthur E. Gagnon, manager, Op-
erational Test Departments, and 
has been developed by Armand F. 
Wood, testman group leader, who 
now serves as director of the train-
ing school. Wood is especially quali-
fied for this assignment because of 
his instructing experience at radar 
schools while serving with the 
United States Navy. 
Training methods presently in 
use in the school include lectures 
by qualified engineering personnel 
of the Equipment Engineering Di-
vision. Some of the subjects covered 
are meters and measuring equip-
ment, indicator and resonant cir-
cuits, hydraulics, synchro systems, 
FM and TV receivers, sonar and 
radar principles. To supplement the 
lectures, specialized training films 
are used. In addition, Director 
Wood issues training bulletins on 
departmental standards and speci-
fications in order to keep employees 
alert to the necessity of maintaining 
top quality in Raytheon products. 
While the training program was 
originally intended :(or personnel of 
the Operational Test Departments, 
it was soon realized that many of the 
subjects covered were also of value 
to personnel of other departments. 
As a result, employees throughout 
Equipment Manufacturing are be-
ing invited to attend those lectures 
which are related to their work. 
In addition, the program has been 
made available to employees on the 
afternoon and night shifts by means 
of tape recordings of the day lec-
tures. 
Dr. Ellen Fine, senior electrical engineer, addresses a lecture meeting of the Opera-
tional Test Training School. A specialist on antennas, she spoke on 11Microwave An-
tennas." Standing is Armand Wood, director of the training school. 
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Films should not be too loaded with details, nor should they 
be lengthy. Twenty minutes is about maximum length for a training film, 
and the closer the running time is kept to ten minutes the better the 
results are apt to be. 
The organization of a training film is extremely .important to 
its success. This organization, although the prime responsibility of 
the producer, should be carefully checked. To check the organization 
of a film before sound is finally combined with it, project it in si-
lent form. If ideas flow smoothly without necessity for words you can 
be certain that it is organized in an orderly manner. The chief re-
quirement for a success production of training films is to keep them 
simple and to the point. 
The best film will fail if it is not shown under favorable 
conditions.. Lack of proper projection equipment sometimes precludes 
effective use of the film. Also, showing of the training film has 
been handicapped in many business organizations by the lack of a suit-
ably equipped classroom. A film projection room must be equipped with 
devices for darkening, and also must be well ventilated. 
J. Employee Safety Training 
The importance of industrial safety cannot be overstressed. 
In the year 19.52 the occupational accidents cost American Industry $4.5 
per worker. Fifteen thousand persons were killed . and two million in-
jured at work during 19.52. The total time lost was two hundred million 
man days.* 
Management has a social responsibility to prevent injuries to 
its employees. ~bile workmen's compensation laws in the forty-eight 
*23, P. 2.5 
states provide injured employees or their dependents with some relief 
these laws in themselves do not reduce accidents in industry. Business 
management is expected to provide not only a fair return for a day's 
labor, but also a safe working environment. Because of humanitarian 
considerations, the high costs of accidents, and the importance of a 
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low accident rate in employee and community relations, top management 
cannot disregard industrial safety. Since the achievements of industri-
al safety is impossible without top management's active participation 
leading executives must directly concern themselves with the problem. 
Four basic courses of action by which industrial accidents· 
can be reduced have been indicated: (l) proper selection and placement 
of the person for the job; (2) improvement in the design of machines 
and equipment; (3) improvement in operating procedures and practices; 
and (4) improvement in training methods. This section is primarily 
concerned with the fourth course of action. Little can be accom-
plished unless employees are trained in specific safe practices and 
educated to recognize unsafe conditions of work. Rules of safety must 
not only be known by employees; they must also be applied. Thus safety 
training includes both instruction and motivation. 
The objective of safety training is to develop a group of em-
ployees who can work free of accidents. 'I'he heaviest responsibility 
for training res.ts with the supervisor who from day to day must instruct 
workers in safe performance, and make sure that his instructions are 
carried out. Informal safety training by supervisors is buttressed in 
many companies by more formal training meetings in which safe practices 
are given further emphasis. In these meetings, also, an attempt is 
often made to encourage employees to develop 11 an attitude of safety". 
How can films be used to contribute to the attainment of a 
favorable safety record? From an instruction standpoint, the visual-
ation of procedures which films; provide equals, and in many cases ex-
ceeds, what one may learn from actually observing the operation in 
question. The power of films to motivate individuals is perhaps is 
perhaps their biggest contribution to the cause of accident prevention. 
It is recognized that the achievement of a favorable safety record de-
pends in part upon the development in each worker of a consciousness: 
of safety. The problem is one of awakening a continuing interest in 
matters of safety, so that all actions are governed by a dominating 
awareness of the potential hazards that accompany one's job. Those 
who have studied films are cognizant of their power to condition behav-
ior. In commenting on studies made of the influence of motion pictures 
on attitudes and behavior of individuals Franklin Fearing states: 
"These investigations all yield evidence that films have measurable ef-
fects on attitudes, and that the effect is in the direction indicated 
53 
by the film".* Vi/hat are some of the motivational qualities that films 
possess? In the first place, a well produced film, through its wide 
range of subject matter, plot construction, suspense elements, and char-
acter development can arouse interest ina subject. Secondly, a film 
can bring about a process of self-identification with the characters 
portrayed. Finally, in contrast to most other training media, the film 
can appeal to the emotions of the group. People usually are excited, 
depressed, amused, and otherwise emotionally aroused by films. Since 
to some extent a safe attitude has an emotional core, a training medium 
which can affect the emotions or bring about an emotional response is 
*24, P. 74 
necessary. It is the exceptional industrial instructor who can make an 
emotional appeal to his trainees. Many safety directors feel that an 
appeal of this type is fundamental to the development of a safe atti-
tude. For these reasons they look ta?rard films for assistance in this 
motivational aspect of their safety training problem. 
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A sound motion picture "Grinding Wheel Safety", produced by the 
Norton Company, has proved to be useful in many factories for showing the 
proper way to use grinding wheels. For instance, the. film was employed 
by a plant in Wisconsin recently. On the morning the film was shown to 
the grinder operators in the crank-shaft department four experimental 
grinding wheels had been broken. After seeing the film the operators 
stated that they had learned from it why the breakage had been occur-
ring, and knew how to correct it. An insurance company reported an 
interesting experience with a sound slide intended to teach safe prac-
tices to electric utility company linemen. The film covered the hazards 
faced by linemen in the course of their work, and its final content was 
decided upon only after careful research and testing. It was made a-
vailable to the seventeen electric utilities in the New England area 
insured by the company which made the film. The officials of all but 
one of these utilities decided to show the film to their linemen. It 
was shown to 1500 linemen in the sixteen companies in approximately 
thirty-five meetings, over a two-month period early in 1945. In none 
of these sixteen companies was there a lineman fatality during the year, 
although in New England electric utilities in general there were seven-
teen fatal accidents involving linemen. Sixteen of these fatalities oc-
curred in companies to which the film was not available; the seventeenth 
fatality occurred in the one company whose officials chose not to use the 
film. It would be absurd to conclude from the above evidence that sim-
ply showing a slide film is a guarantee that a company can eliminate 
fatalities to linemen. This is certainly not the conclusion reached by 
the insurance company in question. It is at least, however, an inter-
esting coincidence. Moreover, it tended to justify the belief of the 
insurance company that the film, which had been so carefully preared, 
was an effective training device. 
In 1945, in connection with a plant-wide safety glasses pro-
gram which had been developed, the Owens-Illinois Glass Company pro-
duced a motion picture entitled "Your Richest Giftt1, to be used as the 
spearhead in introducing the program to employees. A special effort 
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was made to show the film to all employees prior to the time the glasses 
program was launched. An official of the company has stated that 11we 
found that this film was perhaps the strongest factor in getting our 
people to wear proper eye protection11 • It should be mentioned that the 
film has been made available to over one hundred and twenty-five other 
large companies whose executives have expressed favorable comments on it 
to the sponsoring corporation. 
Many safety directors agree that a variety of safety training 
materials are needed to keep the training constantly vital. Thus they 
caution against too intensive use of a film. ·rhe safety director of a 
steel company feels films should be used in only one meeting out of 
three; an oil company's safety director stated that the ratio should 
be one in four. 
Prominent among the limiting factors in regard to film usage 
for safety was the difficulty of findL1g among available films those 
which were specifically related to a particular problem or operation 
in a given plant. Part of the explanationfor this lies in the unfortu-
nate fact that to recover the cost of producing films it is often nec-
essary to make them general in scope and thus, presumably, applicable 
to a large number of compa~ies. 
Underlying the problem of establishing a safety committee is 
the development of a broad safety program. While each company must 
develop a program consistent with its own problems, some help can be 
obtained from seeing what other companies have done. For this purpose 
several films are useful. "Blue Print for Safety", a motion picture 
produced by Westinghouse Electric, shows in an admirable way how a 
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small motors division of the company organized for safety. An out-
standing point of the fiLm occurs in its closing minutes, when the re-
sponsibilities for safety at various levels in the organization are 
placed. The film points out that (1) it is the responsibility of top 
management to maintain safe working conditions:, and put the impetus; be-
hind a safety program; (2) it is the responsibility of f oremen to train 
workers to do their jobs safely, and then enforce the practices which 
have been taught; (3) it is the responsibility of the individual worker 
to maintain a personal attitude of safety consciousness, and recognize 
that in the end he is the man responsible for his own individual well-
being; and (4) the credit for the success of the program goes to the 
people in all the above groups for making the blueprint for safety possi-
ble. A film which establishes a similar point of view is the P. H. 
Glaffelter Paper Company's motion picture "Plan for Safety". "More Prof-
its Too", a motion picture made for the Auto Owners Insurance Company, 
also shows how an industrial safety program might be developed. 
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The subject of the indirect costs of accidents is a useful 
concept to get across to workers in the induction period. For this pur-
pose The National Safety Council's slide film "Invisible Red Ink" gives 
a thorough coverage. 
Certain subjects are indirectly related to safety, and are 
common to most plants. Among these are proper illumination and interi-
or painting. Films presenting these subjects in a good manner are: 
11 Let Us See", sponsored by the Illuminating Engineering Society, and 
" Color Conditioningn, a film made by the DuPont Company. First aid is 
a subject indirectly related to safety, and Johnson and Johnson's mo-
tion picture "Help Wanted" gives as good a coverage on the subject as 
can be obtained in the time available. 
The above-mentioned picture "Help Wanted" was shown October 26, 
1953 at a safety meeting at Raytheon Manufacturing Company, E~uipment 
Manufacturing Division. A questionnaire made out by the writer of this 
paper was given to the forty people present, and despite the film 
breaking down four times during the showing the results of the survey 
were as follows: 
1. Do you like the motion picture as a means of 
putting across safety messages? 
Answer : 100% of the audience replied 11Yes 11 • 
2.. Did you learn something from the film "Help Wanted?11 
Answer: 100% of the audience replied 11 Yes 11 • 
3. Has this film made you want more films concerning 
safety? 
Answer: 100% of the audience answered "Yes". 
4. To what degree do you feel motion pictures are ef-
fective in helping you in your work at Raytheon? 
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Very effective: 98% replied to this degree. 
Fairly effective: 2% replied to this degree. 
Not effective: 
It might be noted that this was a captive audience in that the meet-
ing was held on company t~~e. The audience was composed of one or more 
representatives (some of whom were foremen) of various sections of the 
division such as the machine shop, welding shop, sheet metal shop, coi~ 
vvinding group, sub-assembly group, heavy assembly group, test group, and 
the company doctor. Some of the comments written at the bottom of the 
questionnaire form w.ere: "What we can see is far more effective than 
what you hear"; "Yes, very effective, a picture is always better, as 
every one can see that subject, and does not get the wrong conception 
of what a person is discussing in terms of first aid"; "Motion pic-
tures like this are very informative"; and "This is the best meeting I 
have been to11 • This was one of the first films shown at a safety 
meeting in the Equipment Division at Raytheon, and it seemed to be 
very well received. 
Some of the limitations of currently available safety films are: 
(1) Films are too general in nature, - lack specific 
application. 
(2) Films divorce safety from production, when they 
should be very closely allied. 
(3) Many of the practices the films advocate are incorrect. 
(4) Narration not in workers' idiom, - canned or 
phoney speeches. 
(5) Many films are "dated". 
(a) Old automobiles caused amusement. 
(b) ''lfiar flavor" involving emotional appeals 
to patriotism dates film. 
( 6) Many of available films "talk down" to employees by 
(a) Oversimplifying to experienced workers. 
(b) Over use of humor. 
(c) Negative examples presupposes men do things; in-
correctly. 
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A rear projection unit which can be moved about the plant and 
plugged into ~~y 110 volt light socket was developed and built by Melvin 
Pittman, safety director for Standard Register Company, in 1946. This 
device was mainly used to show safety films to workers at his own machine. 
Previously, Standard's program had provided for the foremen to see films, 
and then they were supposed to carry the message back to the men. This 
machine is about six feet high and seven feet long. It utilizes projec-
tion of both 35 mm slide strips, sound or silent movies, a~d 16 mm films. 
To keep up interest in safety Pittman makes the rounds of the plant every 
two months. In departments where there are more films of special inter-
est, such as machine shop, showings are more frequent. The unit is e-
quipped with a microphone so that the foreman can speak to the workers 
for a few minutes, tying in the subject of the film with the safety 
problems in their particular division. 
Pittman contacts the foremen and sets up a. schedule for show-
ing his pictures. At the appointed time he pushes his projector into 
the section and plugs it in. The men gather around in groups of 25 to 30. 
A larger number has been found to be impracticable. The workers' machines 
are shut down. Only one film is shown, and it is of not more than fifteen 
minutes duration. From OctoberS, 1946 to May 20, 1947 the Standard Reg-
ister Company had operated without any disabling injuries, a total of 
1,700,000 continuous man hours. Visual education on-t~job is only one 
phase of an all-round program at Standard, but the company feels that is 
Visual Education 
Goes to the Job 
AN INTERESTED group of workers gather around the cabinet in the 
aisle of their section of the factory. 
Their machines are shut down for a 
few minutes, but management feels 
that it is well wo'rth it. For the time 
which the Standard Register Company 
in Dayton, Ohio, gives to visual safety 
education is paying dividends in the 
all-round safety program. 
A portable projection unit utilizing 
either 16 mfu. sound movies or 35 
mm. so•ind slide films has solved the 
problem of getting safety information 
to the employee level-to the workers 
who have the accidents. 
30 x 24, inches. 
Any standard type of movie projec-
tor can be used in the cabinet. The 
picture is projected on a mirror in the 
back of the cabinet and then reflected 
on the screen. At present, Standard 
is using a remote electric control strip 
projector made by NATCO of Chi-
cago and a 16 mm. sound movie pro-
jector made by Bell and Howell. 
The Standard Register Company 
prints business forms and manufac-
tures many autographic registers and 
platens to utilize the forms, so safety 
problems in the various divisions of 
thP nl on t ... ... ~ ... ................... - .. 1._ .. .1·rr 
Watching a sn/ety film on a rear-project.inn 
unit are a group of Standard R egister press-
men. 
Rear-projection unit used by the Standard 
Register Company to show safety pictures 
to worlcers. The unit stands about six feet 
high. Pictures are projected onto a mirror 
which reflects the image on the screen .. 
it into the nearest light socket. The 
men gather around in .. groups of 25 
to 30 - a larger .' umber has been 
found to be imorar.tir.ahlP. M~,J.,; ,.,PQ 
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very effective and has greatly aided their program.* 
There seems to be four main appeals to the audience in safety 
films: the logical approach, the appeal to proficiency, the appeal to 
humor, and the fear approach. The effectiveness of these four appeals 
is difficult to evaluate. Also, regardless of the appeal which is em-
phasized there will still be an underlying current of fear in all safety 
training films. In general, it seems that the fear appeal should be a-
voided. An appeal to the employee's desire to be proficient, or a logi-
cal treatment of the subject matter, is a sounder approach to follow·. 
Ja. Fire Safety Training 
Closely allied to safety training is fire control training. 
films can do an important fire prevention or fire control education job. 
it is an individual problem for each company, and much depends on the 
skill of integrating the visual aids into the general plant fire safety 
education program. The chief value of films in fire prevention educa-
tion as well as safety is that if they are properly produced and ex-
hibited they have high audience appeal. The first step in teaching fire 
control (like any other subject). is to get your audience genuinely inter-
ested in the subject. It is rather a sad commentary on our present way 
of life that we have to constantly "sell" individuals on ways to save 
their lives and property from fire , but it is a fact and must be real-
istically faced in the fire safety program. The average person thinks 
that fire is always going to strike "the other fellow", - never him. 
So the basic problem in fire prevention is to drill into the conscious-
ness of the individual what fire can do to him, to his family, and to 
his job. Any training film, while it may set up standardized procedure 
* 2) , P. 25 
of fire control, would have enough drama or human interest to stimu-
late t he thought processes of the viewer to become conscious of his 
constant vulnerability to f ire , and prepare him to act calmly and in-
t elligently when fac ed with a fire emer gency. 
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I n the fire training classes at Raytheon the following films 
were shown : nchemistry of Fire, "Stop Fires , Save Jobs", ''Fire Depart-
men·~ Response 11 , "Causes of Industrial Fires", and "Know: Your Extinguish-
ers". These films were shown as part of a continuous fire control 
training program at Raytheon. 
4. Employee Entertainment 
Employees provid~ the most available audience for films of 
any group. A motion picture communications program for employees can 
be tailored to fit t he needs and pocketbook of any business company, 
large or small. Just r ecently there has been a marked growth in the 
number of film programs; among smaller companies, v.ri th from twenty to 
several hundred employees. l~y of these companies operate ~low-cost 
program with r egularly scheduled motion pictures, sponsored by other 
industrial companies, and made available free to them on payment of 
transportation charges. 
I n small companies it is. usually easy to locate an area sufficiently 
large to accom~odate all employees at one or two showings of a film. 
Assembling employee audiences is less difficult in relation to the 
elaborate planning and scheduling necessary in larger businesses to 
give every one equal opportunity to attend. 
Larger firms, too, have found the film a. convenient way to 
convey an identical message to all its employees. Many of them have 
their own films produced for this purpose . However, even the largest 
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1175 Raytheon Men j 
I Join Fire Brigade [" 
At Training's End ·1 
Certificates were recently 
awarded to 175 Raytheon men I 
upon completing an 11-weeks' 
course in fire fighting and first aid. 
These men, from the Waltham area, 
the Transducer Department in 
Boston and the Missile and Radar 
1 Division in Bedford, will be joining 
500 other employees already taking 
part in Raytheon's Fire Brigade. 
1 Since its inception in 1951, the 
[ Fire Brigade program has shown 
outstanding results in the preven-
tion and contro] of fires. Volunteers I 
are instructed by Capt. James 
Doherty of the Arlington Fire ' 
Department, and >~fter their initial 
course of training, members receive 
advanced lessons monthly. Every 
company building is equipped with 
fire-fighting equipment and first aid 
units, and fire-brigaders have been 
instructed to detect potential fire 
·hazards and to evacuate personnel 
in the event of fire or other emer-
gencies. 
The company's expanding opera-
1 tions have necessitated a correspond-
ingly larger Fire Brigade staff. 
During this year, internal tire and 
evacuation alarm systems have 
been installed in every building not 
previously so equipped, and existing 
systems have been expanded where 
warranted. 
Insurance figures show that 
29,000 industrial plants are annually 
destroyed by fire. Raytheon's fire 
prevention program thus makes 
good sense not only to management, 
but to the employees for insuring [' 
both their personal and economic 
security. ' 
The program is under the direct I 
supervision of Safety Director Rob-
ert Bancroft. He is as_sisted by Fire 
Marshal John Powers and Edward 
Sherman and by a subcommittee 
made up of divisional representa-
tives John Bibbo, Transformer; 
Robert Canfield, Power Tube; and 
Raymond Crosier, Equipment Pro-
duction. 
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company cannot anticipate and provide every film subject for its own 
use, even is this were practicable. So large and small companies, alike, 
t urn to already sponsored films to provide them with the film supply 
t hey need. 
Noon hour f ilm showings are quite popular among some industrial 
pl ants. For i nstance, Raytheon Manufacturing Company, Engineering Div-
ision, has a regular we ekly noon time sh~nng, beginning in September and 
continuing through the end of May. This program is in its third season 
(started in 1950), and the average audiences today (about 200 people) 
are approximately the same in number as they were in 1950. This pro-
gram was originated by the employees in the drafting department when 
they decided they wanted to learn more about the processes and prod-
ucts they were dealing with on the drafting boards. The program is 
still completely managed by the employees·, with :Mr. S. Ruggiero doing 
the procuring of films. The films (usually two) are shown for a period 
of t hree-quarters of an hour between t he twelve to one o'clock lunch 
hour. There is no budget allowed for this program, so therefore the 
selecti ons are r estricted to free films obtained from t he follovnng 
sources: Bureau of Mines, Association Film Incorporated, Cinema, RKO, 
I deal Service, The United States Navy, The Army Base in Boston, General 
Motors Company, Telephone Company, Ford Motor, and General Electric 
Company. 
The audiences at these film showings consist of approximately: 
Draftsmen 50% 
Machine Shop Personnel 20% 
Engineers 20% 
Miscellaneous 10% 
(a) Technicians 5% 
(b) Clerical help 5% 
Besides showing films· such as "Fishing for Fun", "Whistling 
Wings" (Duck hunting), "Sugar, U.S.A." (Beet sugar industry), "Masters 
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of Molecules" (Refining of petroleum), films made by Raytheon 11Electronis 
in Action11 , "Nothing to Argue About" (selling film on television", and 
"Ready for Sea" (film on testing of radar) are also shown. A variety of 
films are shown to hold the interest of the group. Technical, semi-
technical, general int~rest, travelogues and sports are the types of 
films which are shown on these programs. From a questionnaire prepared 
in May 195~ by Mr. S. Ruggiero, Program Director, there were sixty peo-
ple out of sixty-four surveyed who said they wanted the program contin-
ued, one said 11 No11 , and three made no comment. These films are shown 
in the drafting room (large open room) and many people have to stand. 
Only about 5% of the total number of employees of Raytheon h~ve access 
to noontime motion pictures. 
Noon hour showings are often especially acceptable because 
of their voluntary aspect. In some places this has been found an 
answer to union objections to showings on company time. Such sh~nngs 
are also popular because of their regularity, - the same day and time 
every week. One employer who said his plant was too busy to arra'llge 
for scheduled showings reached a solution by installing an automatic 
motion picture projector in the recreation room where employees can 
enjoy the movies during their off hours. 
There are four areas which the ~ployees seem to want to know 
more about: 
l. Where do the raw materials and parts which you (the com-
pany) purchase come from? How are they procured or made? If your sup-
pliers have sponsored sales films they will probably tell these very 
ffReady lor Sea," Color Movie Shows 
Testing ol New Radar lor Sm,;,/ Boats 
Film Was Produced by 
An All-Raytheon Team 
From .Photo Department 
"Ready for Sea," the company's 
se~ond color movie, was released 
this month and is now being sched-
uled for public showings. The film 
features Model 1500 "Mariners 
Pathfinder" radar and the perform-
ance tes~s required of Raytheon 
products In the Environmental Test 
Lab~ratory in the Equipment Pro-
d uction Building. 
Photo and Publications Sections 
from a sc:ipt written by A. Newell 
Garden, his administrative assistant 
P~lOtographers George Meyers and 
RI~hard W right filmed the scenes, 
w~I!e Mark McCann, Jr., cut and 
edited the production. Former radio 
announcer_ Arthur F. Vaughn, now 
employed IJ? the Purchasing Section 
0~ .the Eqmpment Engineering Di-
VISIOn, narrates the film. 
Tailored to the needs of the joint 
sponsors, the _Equipment Division 
1 
and International Operations 
"Ready for Sea" was planned t~ 
serve severa l objectives. Aimed at 
both po~ential customers and gener-
al audiences, the film visually 
demonstrates the rigid test pro-
cedures Raytheon marine products 
The 13-minute film is itself a 
Raytheon product. It was directed 
by Lee A. Ellis, manager of the (See "READY FOR SEA," Page 4) 
., . 
I 
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Cha rles little, Environme nta l Test Lab 
technici a n, pla ys his reel -life role of 
testing new electronics equipment in the 
new company movie, 11 Read y for Sea.'' 
In this scene, he shares a shower with 
Model 1500 "Mariners Pa thfi nder" 
radar wh ich is undergo ing the "drip 
test" to check its water-resista nt design. 
"Ready for Sea," Color Movie 
(Continued from Page 1) 
undergo to assure top quality and 
performance before they are put on 
the market. The star of the movie 
is Raytheon's new small boat radar, 
Model 1500, which offers smaller 
boating craft all the advantages of 
" Big Ship" radar for less money, 
less installation cost and lower I 
power requirements. 
Opening with scenes showing 
shipboard preparations for sea, the 
movie goes on to show the many 
tests employed a t Raytheon before 
a marine radar is released for pro-
duction and ultimate service at sea . 
• 
Products are put through their paces 1====~~----------~~ 
in the Environmental Test Lab to 
record their endurance to extremes 
in temperatures, accelerated life, 
inclination, air hammering, impact, 
vibration, drip and salt spray. Also 
tested are product components such 
as wires, transformers, resistors, 
meters, paints and shipping crates, 
all of which must meet specifications. 
Location scenes were filmed in the 
M .I.T. Wind Tunnel, on board the 
Eastern Steamship Lines' S. S. 
Yarmouth, along the Boston water-
front and on Raytheon's test boat, 
the Alan, to complete the testing 
story and to show the varied uses 
of the radar. 
"Ready for Sea" is available for 
television use by Raytheon dealers 
and distributors who may wish to 
sponsor local 15-minute programs. 
Like "Electronics in Action," which 
has now been shown to over 50,000 
people in the United States, Europe 
and South America, "Ready for 
Sea" is available for showing, 
through the P hotographic Depart-
ment, to dealers and distributors, 
sales conferences and conventions, 
marine groups and clubs, civic and 
social clubs, schools, the armed 
forces and other interested grou ps. 
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things. This should be a fruitful field. In introducing new equipment 
to your employees, also, the sales film describing the new equipments' 
advantages should be of special interest to your employees who will use it. 
2. What do other departments do? There are films shardng the 
work of many skills, from stenographers and clerks to moulding a plastic 
product. These should be of special interest to people who work in 
these or related fields. But more than that your other employees will 
find them a revelation of how the work of people in seemingly unrelated 
occupations affects them, from the payroll clerk making out checks to 
the purchasing agent trying to solve a production supply problem. 
J.. · What happens to the products they make? If you are a sup-
plier for a larger company perhaps this company has a sales or employee 
motion picture shovdng the assembling of their product. This in turn 
may show your people how the results of their vrork fit into the larger 
production. If yours is a consumer product, and you have made a sales 
film, show it to your employees:. The employees will be proud to hear 
how you praise their work to your customer. 
4. 1JVhat about your company's future? Your talk about the 
company's future outlook may be supported by filma explaining the part 
of advertising, sales, and research in assuring future business and 
your employee's job security. Films which explain the functions of 
product advertising are available, and many companies have included the 
part played by their research in their films;. Your explanation of what 
your company is doing along the above lines will be much more effective 
when the employees have seen in films that other companies also find 
these practices good investment for the future. 
The National Association of Manufacturers publishes a list 
of suggested films for an employee nonn-hour series to aid interested 
companies. 
5. Solving Production Problems 
Industrial films are proving themselves to be increasingly 
versatile as a means of locating kinks in production processes. Time-
lapse photography is one of the newer angles for keeping the camera at 
work in the production shop. A camera is set to take pictures at in-
tervals of a minute or so, and kinks in materials handling or manu-
facturing steps are clearly depicted on the projection screen a short 
time later. 
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One company, for example, was having trouble with its materi-
als flow. The production department charged with scheduling lift 
trucks moving materials about the building claimed the elevators were 
at fault. The building department, in charge of elevators used by the 
tow trucks, claimed the production department did not know how to sched-
ule its tow trucks. In the absence of proof each department blamed the 
other. Then an engineer planted a movie c~era with electric drive in 
front of the elevators. The camera, operating automatically, took one 
picture, or frame, each minute. After eight hours the film was devel-
oped; production and building departments could tell to the minute how 
long trucks had to wait for the elevators, or vice versa. The result 
was that both the production a~d building departments made some schedul-
ing changes. The cost of the whole study was the price of one roll of 
film and processing. 
A repair firm, concerned about the tllle workmen spent at the 
stock room window waiting for parts, installed time-lapse equipment. A 
picture every minute told how long each workman had to spend waiting 
at the window. The stock room decided its methods of delivery needed 
an investigation. 
A large jet engine manufacturer uses a time-lapse movie 
camera to check jet engines under test. The camera records instru-
ment readings on thirty different gauges simultaneously at intervals 
of one to four minutes:. These records are then run off on a film and 
studied after the engine has been removed from the test bays. 
For best results time-lapse photography requires two special 
camera attachments, an electric drive and a timing mechanism, available 
at about $17.5. A 16 mm motion picture camera, with standard attach-
ments, costs from $300 to '700.* 
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High speed photographic equipment is well known in industrial 
use, and has been used to study the action of machine tools, circuit 
breakers, and other equipment which move at high speeds. This type of 
photography special cameras cannot, as a rule, be used for other purposes. 
Mr. E. Flynn, of the machine shop methods section at Raytheon's 
Equipment Manufacturing Division, states that he intended to run a film 
once a week for the purpose of showing the employees working on punch 
presses, brakes, and welding information on the metals they were work-
ing with, as well as allied processes. Several films such as 11 3 Taps 
in 1 11 (Greenfield Tap and Die Corporation), "The Formica Story" 
(Formica Insulation), were shm·m to a group of foremen and workers·. A 
program of films was set up for the future, but due to the poor condi-
tions under which they had to be shown such as obtaining weekly per-
mission from management , and the inconvenience of procuring and setting 
*2.5, P. 723: 
up a projector, the program initiated by the methods man (Mr. E. Flynn) 
was discontinued. 
The room in which the above-mentioned group was shown the 
films was about eight feet wide by fifteen feet long. Just outside the 
window, on one side, was a railroad tracks, and on the other side of 
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the only door in the room was a large noisy shearing machine. There was 
no means of cross ventilation, and the heat was excessive during the 
summer vrhen these films vi.ere being shown. Mr. Flynn said that during 
the course of the proposed program the employees would have been shown 
the application of the particular piece they were making. The purpose 
of this was to show the employees why the tolerances had to be adhered 
to. A basic conception of electronics was to be imparted to the em-
ployees by the use of films so that they would have a better conception 
of the over-all picture in regard to their operations. or functions. 
There seemed to be an active interest in this program on the part of 
the employees, but unfortunately, due to the obstacles presented by man-
agement, the program was discontinued. 
Summary 
Internal business films are less widely used and less heralded, 
but many organizations that have used both have found that dollar for 
dollar the internal type film obtains better results whenever it has been 
tried. Getting an employee off to a good start on his job is one of the 
most important elements in any sound employer relations program. There-
fore, many organizations find it pays to indoctrinate an employee into 
his new job vdth a carefully prepared motion picture or slide film. The 
American working man wants to know the importance of his efforts, and the 
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wise employer will make sure that the worker fully understands the rela-
tion of his task to the whole, and that he knows something of his company 
policy. 
Films ca~ serve both broad and specific orientation purposes; 
they can help create proper attitudes, teach skills, and impart knowl-
edge, thus contributing to faster up-grading, better and more efficient 
production. Some authorities say that pictures reach their highest de-
gree of utilization in the area of skill training. The fundamental 
aims to be considered in the use of audio-visual techniques in the 
training area is to make the individual more efficient and better sat-
isfied in his job. 
While extravagant statements concerning the results that can 
be expected from fi~ms and other visual aids must be of course dis-
counted, the film medium does offer a superior method of teaching many 
subjects, and often represents an economical method of training. A 
common cause of disappointment in the use of training films can be at-
tributed to the m~~er in which the films are used rather than to de-
fects in the films themselves. 
For training purposes slide films and movies help accomplish 
training objectives quickly. Each has a specific use in the average 
training program. 
A new development is the stereoscopic or third dimensional 
slide film which gives the audience an impression of true depth on a 
two dimensional screen. 
Every training film, to be effective, must be plru1ned to fill 
a specific need for a specific audience . 
By the use of a Tachistoscope, key punch operators at John 
Hancock Mutual Life Insurance Company are increasing their efficiency 
by learning to read a series of numbers or letters in a split second. 
69 
Any visual training program must be carefully integrated with 
actual on-the-job experience, vdth the work demonstrated on the film, 
but the best film will fail if it is not shown under favorable conditions. 
Management has a social responsibility to prevent injuries to 
its employees. Improvement in safety training methods is one of the 
f our basic courses of action by which industrial accidents can be re-
duced, and includes both instruction and motivation. The objective of 
safety training is to develop a group of employees who can work free of 
accidents. The pmver of films to motivate individuals is perhaps their 
biggest contribution to t he cause of accident prevention. Many safety 
directors agree that a variety of safety training materials are needed 
to keep t he training constantly vital, so they caution ~gainst too in-
tensive use of fiLms. There seems to be four main a;Jpeals to the audi-
ence in safety films: (1) t he logical approach, (2) the appeal to pro-
ficiency, (3) the appeal to humor, and (4) the fear approach. In gen-
eral,it seems that the fear appeal should be avoided. An appeal to the 
employee's desire to be proficient or a logical treatment of the sub-
ject is a sounder approach to foll~N in safety films. 
Films can do an important fire control education job. The 
chief value of films in fire control work is, if they are properly pro-
duced and exhibited, that th~y have high audience appeal. The basic 
problem in fire prevention is to drill into the consciousness of the in-
dividual what fire can do to him, to his family, and to his job, and 
careful instruction, with the right emotional balance, will do this. 
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Employees provide the most available audience for films of any 
group. A motion picture communications program for employees can be 
tailored to fit the needs and pocketbook of any business company, large 
or small. Noon-hour film shovdngs are quite popular among some indus-
trial plants. A variety of films are usually sh~vn for this type pro-
gram to hold the interest of the group. 
Industrial films are proving themselves to be increasingly 
versatile as a means of locating ldnks in production processes by using 
time-lapse photography. 
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Chapter I V 
Film Costs 
The first ques t ion management :asks in contemplating .the pro-
duct ion of a film is "How much will it cost ?11 • ·when he is unable to 
obtain a direct answ.er t o his question he is apt to be impatient and 
sometimes unreasonable. The business man does not realize that a slide 
film or a motion picture is a made-to-order product, and that t here are 
no cost standards. An analogy might be for a person to ask a contractor 
how much a house would cost, giving him only the briefest outline of its 
size. 
To judge the cost factors that face a producer of even a sim-
ple motion picture the following list of rigid cost factors are involved: 
Survey of sponsor's current problem 
Creative work on script and research 
Time of staff devoted to contact 
work with sponsor's employees 
Studio rental 
Set and scenic designs 
Set construction and dressing 
Investment in or rental equipment 
Electrical consumption bill 
Salaries and wages of stage crew 
Sal aries of acting talent 
Rental of locations 
Transportation to and from location 
Living expenses of every one on _: 
Costumes (location 
M:ake-up man 
Still man 
Cost of raw stock-negative 
Negative processing 
Overhead 
Raw stock-positive 
Cutting and editing work print 
Optical work 
Matching negative 
Recording 
Music 
Re-recording 
Copyright fees and clearances 
Sound effects 
Library shots 
Titles 
Animation or trick photography 
eather 
Illness of members of cast 
Retakes 
Sound royalties 
Narrator's fee 
Duplicate negative for insurance 
Insurance 
Properties* 
The fore going detailed list indicates the things the average producer of 
the average film has to consider in his cost estimate and the average 
buyer has to pay for, plus a profit to the producer. If the picture 
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script has unusual effects, of 11 trick~ 11 , the cost factors will be in-
creased by the following: 
Name narrators 
Extra narrators 
Specially composed music 
Overtime 
Ni ght shooting 
Photomicrographs 
Air shots 
Slow motion 
Stop motion 
Fast motion 
Stroboscopic motion 
Stereoscopic 
Model building 
Unusual sets 
Unusual art work* 
The above is quite an imposing list of cost factors, but all of these 
kust be considered by the producer when the sponsor asks 11 How much will 
it cost?" 
As a rule t he cheapest productions are the newsreel t ype in 
which existing action is photographed. Narration is recorded in the 
studio after completion of t he photography. 1'he prices will vary vrith 
t he di fficulty of obtaining t he photographs, the number of locat ions·, 
and t he lighting equipment required. The sound could prove expensive 
i f name narrators, specially composed music, and unusual sound effects 
are used. The most expensive productions are the Hollywood type, where 
actors and sets are required, and dialogue is recorded at the same time 
the picture is taken. Between the newsreel and Hollywood type of film 
lie many variations which can be produced to result in extreme differ-
ences of price. 
Some producers will make a low original estimate and then charge 
every chaTlge a11.d alteration as an "extra". Others will estimate on the 
hi gh s i de , and t here have been cases where money has been retur ned to t he 
I 
I 
sponsor. 
The current rule-of -thu.rnb is that a f i lm 1vill cos t about ~pl5,000 
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COLOR TRANSPARENCIES + TAPE RECORDINGS = EFFECTIVE LOW-COST PRODUCTIONS! 
C ompanies of every size are faced with a universal 
problem: how to carry an important story or an idea 
in clearest, most effective form to its salesmen and em-
ployees. It is generally agreed that pictures and sound do 
one of the most effective jobs, but their use is often not 
considered because of the time and expense involved. 
Yet now-with color transparencies and tape record-
ing, companies both large and small, can in a few short 
hours and at an expense not exceeding $20.00, make 
I 
• 
their own slide-film presentations. No expert or spe-
cialist is required. All that is needed is an ability to 
sight and snap a "candid" camera and operate a tape 
recorder. And as a bonus for the effort you receive hours 
filled with real fun and the sense of accomplishment. 
Yes, here's the simplest way yet devised to put together 
a full color slide-film presentation complete with "sound 
track" It is ideal for use by companies of every size in 
difficult sales training work, introduction of new prod-
ucts to the sales force, employee indoctrination. 
This method is not intended for use in dealer or dis-
tributor sales meetings or as a sales tool in calling on 
the customer. Generally speaking, a professional, well-
polished presentation is required for this purpose. 
There are many competent studios throughout the 
country specializing in producing professional-quality 
slide-film presentations. 
However, the company-produced slide-film has many 
advantages over the professionally-produced film, pro-
vided it is geared for internal use. Through the medium 
of slide-film, company experts-the men with the prod-
uct knowledge and know-how-can address themselves 
directly to a company audience. These men know the 
products of your company and can, if properly directed, 
offer detailed information that is fresh and interest-
ing. There is no loss of many of the small but important 
details through interpretation by a third party There 
is a definite air of realism and authenticity rarely ever 
achieved by professional productions. For the first time, 
for example, the laboratory can be brought out into the 
field for the salesman's benefit. Or a new product can be 
explained in detail by the men directly responsible for its 
development. 
~ 
Here are just 5 simple steps that 
give you an informative, well-paced presentation 
at the lowest cost possible: 
Make a 
"WORKING SCRIPT'.' .. 
Write down the sequence of the pictures 
you will require to illustrate the process, 
product, or idea on which your presen-
tation is to be based. A new industrial 
process, for instance, would require a step-
by-step illustration of the process itself, 
together with before-and-after shots of 
products involved. 
ADDITIONAL 
Tl PS 0 N 
STEP 
NUMBER 1 
In determining the num-
ber of pictures needed, 
remember that for great-
est effectiveness, no presentation 
should last more than 20 minutes. To 
keep your audience's attention, no 
individual picture should remain on 
the screen more than 15 or 20 seconds. 
This may be increased to 30 or 40 sec-
onds when detailed material is being 
presented. 
You would thus need 35 to 40 pic-
tures to illustrate a 15-minute presen-
tation, and 55 to 60 for a 20 minute 
show. Take a few more shots than you 
think you'll need to provide flexibility 
A wider selection of photographs 
means a better production. 
TAKE PICTURES 
You will save considerable time by set-
ting up props in advance, lining up 
plant personnel to act as models, mak-
ing sure the desired locations will be 
free for picture-taking at the time you 
plan to shoot. In planning schedules 
and release dates, allow approximately 
10 days for processing the exposed film. 
ADDITIONAL 
TIPS ON 
STEP 
NUMBER 2 
Pictures are taken on 35 mm. film with 
a miniature, or "candid", camera. Color 
transparencies add interest and realism, 
and are fairly inexpensive (about $5.50 for a 36-exposure roll, 
including developing. For indoor shots allow 13¢ apiece for flash 
bulbs. The cost per picture is thus about 28¢) . Black and white 
is somewhat less costly 
ORGANIZE SLIDE SEQUENCE ... 
Select the finished transparencies that best illustrate 
your story and arrange them in order, with each slide in 
correct position for insertion in your projector (upside 
down and with the dull side facing the operator). Then 
place a sequence number in the upper right corner of 
each slide. By keeping these numbers in that same posi-
tion as slides are inserted, you will avoid getting slides 
in upside down or backwards. 
An easy way to number slides is to ink numbers on _J 
white paper which is fastened in place with "Scotch" 
Cellophane Tape. 
You can instantly detect a slide that's out of sequence 
if you ink a diagonal line across the tops of the slides. 
Your pictures are returned from the processor, 
mounted in cardboard frames, ready for projecting. 
However, if they are to be used a great deal, your 
photo dealer can bind them in glass for your protection. 
ARRANGE RECORDING SESSION 
Assemble 3 to 4 key company people 
who are familiar with the process you 
are describing. Give assurance that an 
informal atmosphere will be maintained. 
No advance preparation or script is neces-
sary. Emphasize the recording session 
will be fun. 
Group discussion panel around table. 
Have your equipment ready: projector 
and screen set up; slides in order, ready 
to be screened, tape recorder plugged 
in with the microphone in a central 
position. Each person should be seated 
so that he will talk into the microphone 
with the same approximate volume 
level-18 to 24 inches from the micro-
phone. The microphone should be set 
on padded material to deaden distract-
ing room noise, scraping of feet, etc. 
Your tape recorder should be equipped with a 
"hold switch" or foot control so that you can start 
and stop the recording instantly This enables the 
average person who is not a public speaker to start 
and stop at will. 
Check in advance to be sure the tape recorder 
microphone is placed where it will pick up all 
voices well. 
Screen the slides when your people are assem-
bled and organize their commentary 
RECORD THE COMMENTARY ... 
As you flash each slide on the screen, ask the experts present 
to explain the operation shown. Discuss carefully what to say 
and who will say it. Then record their remarks. The experts 
should be encouraged to interrupt one another, maintaining a 
relaxed roundtable atmosphere. Let one person serve as com-
mentator or moderator to identify speakers and keep the talk 
moving. In order to keep the commentary conversational no 
scripts are used. The only advance preparation that may be 
necessary is the gathering of technical data or exact figures. 
Listen back to the commen-
tary covering each picture 
before proceeding to the next 
slide. Remember that tape 
recording, with instant playback and erase 
features, enables you to go back and re-
record any part of the commentary (each 
recording automatically erases the preced-
ing one). Remember, too, that with a pair 
of scissors and "Scotch" Splicing Tape No. 
41, you can quickly remove any undesired 
portion of the finished tape. 
Keep the commentary flowing and con-
versational. It is better not to work from a 
script in this type of presentation. Remem-
ber to record "change-slide" signals; merely 
ring a bell, press a buzzer or snap a toy 
cricket. 
Additional copies of the slides can be ob-
tained through your photographic dealer. 
You can make your own duplicates of the 
recording tape or you may have it profes-
sionally duplicated. For a listing of firms in 
your area commercially duplicating sound 
recording tape write Minnesota Mining & 
Manufacturing Co., St. Paul6, Minnesota. 
Now your slide-film presentation Is completed 
In a small bundle of slides and a compact reel of "Scotch" Brand 
Sound Recording Tape you have a program that gives each viewer 
an intimate look at the process being descriJ;>ed. The presentation 
itself will have a relaxed atmosphere. Actually it will get its ideas 
across more fully than a smoothly polished, rapid-fire production. 
The informal nature of this method enables the commentators to 
provide bits of background information and unusual details that 
add much to the effectiveness of the presentation. 
Your presentation can be made as elaborate 
or as simple as you wish. By taking all pic-
tures yourself and using plant personnel as 
models, you can keep the entire cost of the 
production under $20, including enough 35 
mm. color film to take pictures and a full 
half-hour reel of "Scotch" Brand Sound Re-
cording Tape. 
Remember, all equipment purchases re-
quired can be treated as capital expenditure 
from a tax accounting standpoint. 
Candid 
35 mm. Camera 
With 
Flash Bulb 
Attachment 
Here's the equipment you'll need ... 
$CQJCH 
Sound Recording 
Tape 
Slide-Film 
Projector Screen 
Film 
Flash Bulbs 
ADDlTIONAL EXPENDITURES THAT 
ARE WORTHWHILE INCLUDE 
SOUND EFFECTS-Your local record store or 
radio station can furnish you with stock 
recordings that may be dubbed onto your 
tape sound track. Or you may wish to add a 
musical background to some parts. 
TITLE CARDS-Impressive-looking artwork 
is always a g6od investment. 
TEXT SLIDES AND DIAGRAMS-These are 
most useful when the subject is a technical 
one or the audience is unfamiliar with it. 
For further assistance and help, see your local 
photographic or audio-visual dealer 
He stands ready to offer you any 
additional assistance needed to 
enable you to produce your own 
effective sound slide-fihns. 
Professional sound recording engineers use more "Scotch" 
Sound Recording Tape than all other brands combined. Here's 
why· 
• Lower noise level than any other tape. 
• Greater sensitivity, better uniformity than any 
other tape. 
• Erases cleaner than any other tape. 
• No curling or cupping-always lies flat on 
recording head. 
• Lubricated for longer head life. 
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per reel if no unusual complications are involved, if it is to be pro-
duced by a unionized ~Dd reliable organization with a reputation of do-
ing a professional piece of work. With this figure as a base he can 
estimate that his two-reel black and white job will cost him between 
~J>20,000 and $40,000. Once the script is approved he 1rill have a much 
more reliable estimate. If the picture is to be produced in color add 25%. 
Cost estimates for slide films involve some of the problems 
estimating motion pictures costs. Usually the cost is direct relation 
to the n~~ber of frames in the strip. The following scale of prices are 
fairly accurate: black and white frames, $15 to $30 each, ·silent; add 
$5 per frame for sound narra~ion; add $10 to $20 per frame for color. 
Contractual relationships for pictures are usually on the 
follmving terms: 
25% payable on signing contract 
25% payable when script is approved 
25% payable on delivery and acceptance 
25% payable when photography is compl et ed 
The sponsor should be sure that his contract includes a clause 
that gives him pwnership of original negative, and that adequate liabili-
insurance clauses are included. 
IAr . Dephoure, of the Dephoure Studios, Boston, rass. said that 
there are t wo methods he uses to figure costs on films: 
1. Daily basis, - where the crew go out on a job, and labor, materi-
and "know-how" are charged on a tii·ne-spent-in-productions basis. 
2. Flat price. Mr. Dephoure goes to the company, and after look-
over t he subject and situation thoroughly, he gives a flat price 
the whole job. 
There seems to be a trend, according to Mr. Dephoure, for the 
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sponsor to do all the photographic "shots" and write the script; then Mr. 
Dephoure "dresses it up" by adding sound trap, title, editing it and any 
other minor work to be done, for about $300 to $800 per reel. The Dephoure 
Studios do all types of films such as medical, documentary, public rela-
tions, and television at costs from $3,000 to $50,000, and over. Mr. De-
phoure said that he had been in business over twenty years, and that 
every customer he had made a film for has returned to him for a revision 
or a new film. Ninety-five per cent of Mr. Dephoure's pictures are done 
in color and sound. Color films· cost about one-third more than black 
and white, according to :Mr. Dephoure. The Dephoure Studios make films 
in several languages, and some fiL~s they made have gone around the 
world. This studio makes films for such companies as Dewey and Alroy, 
Westinghouse Electric Company, General Electric Company, Salvation Army, 
First National Stores, and many others. The average number of prints 
per film is usually ten, but they have made as many as one hundred prints 
for sponsors. The Dephoure Studios have five people on the regular staff 
as technicians, and then they have two artists on "call" when they need 
t heir services. 
1. Life of Film 
People living in the year 4000 may be able to see and hear to-
day's history in the making through the film media. Although a Holly-
wood chemist estimated the maximum life of a motion picture film at 
t~~nty-five years, government scientists said no apparent limit has yet 
been found. The Bureau of Standards recently completed "accelerated ag-
ing11 tests which films in six months went through effects of fifty years 
storage in a cool, dark room. These tests show·ed that cellulose, or ex-
plosive films would last from fifty to a hundred years. The never safety 
or acetate films m~ be preserved for much longer periods, unofficially 
the scientists put the life of a film "several hundred years".* 
la. Film Maintenance Cost 
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Increased use of 16 mm film has brought into existence hundreds 
of new film libraries. Those responsible of maintenance and supervision 
of these libraries are extremely interested in maintenance costs of 16 mm 
films over an extended period of time. At institutes, conferences, and 
workshops the question often arises: "How much does it cost to maintain 
a 16 mm film in satisfactory condition over a period of from five to ten 
years?" An answer to this question Also makes it possible to plan amor-
tization schedules, including the original cost and maintenance expendi-
tures. 
The Audio-Visual Center of Indiana University has maintained 
an accurate inspection record of all films accessioned after July l, 1942. 
Recently it was decided to make a study of all prints of films purchased 
during the fiscal year of July l, 1942 to June 30, 1943, to determine 
the maintenance costs of all those prints that were still in active use. 
Of the 282 prints purchased during the period between July l, 1942 and 
June 30, 1943, 192 prints· were in continuous circulation till July ~' 
1950. Accessioning print control, inspection and booking cards were 
studied and analyzed for each of the 192 prints. By checking the book-
keeping records for each of the 192 prints it was found that they were 
used a total of 18,149 days for an average of 94.5 days per print. 
Eighty-three of the 192 prints were damaged to the extent that 
replacement footage was needed. One hundred and ten different replace-
Jnent parts were added, requiring a total of 5,264 feet of replacement film. 
*15, P. 10 
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All of the films except one were black and white. The cost of replacement 
parts amounted to $476.36; the average cost of replacement footage per 
print amounted to approximately $2.50.* 
Although this preliminary study is in no way conclusive, it does 
indicate thatfor this particular group of prints maintenance costs for 
replacement footage alone amounted to approximately $2.50 a print over a 
seven-year period. It is assumed that replacement costs will vary, de-
pending upon these variable factors: (a) the number of bookings per 
print; (b) standards of maintenance; (c) comparative number of black 
and white and color prints; and (d) t he cost of replacement footage. 
lb. Film Wear and Tear 
On~ of the most important factors influencing the maintenance 
cost of 16 rrnn films is the care given the films during t he period they 
are used by the customer. Each f i lm library has a responsibility of 
keeping its prints in the best possible condition. To do this requires 
a systematic inspection of each print each time after it has been projected. 
Recently a detailed study was made of all film damages that oc-
curred during a full year of operation. As a result of this analysis it 
was possible to study t he factors which brought about the film damage, 
and to chart a course of action in attempting to decrease future damages. 
A few of the damage types are listed below: 
1. Chipped sprocket holes. 
2. Teeth marks between sprocket holes, tears into frame. 
3. Teeth marks on sound track. 
4. Chipped sprocket holes, tears into frame. 
5. Teeth marks between sprocket holes. 
6. Chipped sprocket holes, single breaks to edge film. 
7. Teeth marks between sprocket holes, single breaks to edge of film. 
8. Chipped sprocket holes, teeth marks between sprocket holes. 
9. Nicks on frame side of sprocket holes. 
10. Teeth marks in frame. 
-26, P. 519 
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11. Tears into frame from sprocket holes. 
12. Teeth marks in frame and on sound track. 
13. Chipped sprocket holes, nicks on frame side sprocket holes. 
14. Chipped sprocket holes, teeth marks in frame. 
15. Chipped sprocket holes, pleats across frame. 
16. Missing footage. 
17. Teeth marks between sprocket holes on frame. 
18. Claw marks between sprocket holes. 
19. Film broken across frame in many places. 
20. Pleats across frame. 
21. Single breaks from sprocket holes to edge of film. 
22. Chipped sprocket holes, teeth marks on frame between sprocket 
23. Buckled film. (holes. 
24. Breaks from sprocket holes toward edge and toward frame. 
25. Sprocket hole edge of film snagged at intervals. 
26. Nicked in outside corners of sprocket holes. 
27. Edges of film pinched. 
28. Sprocket hole edge of film shaved off. * 
The damage of teeth marks on sound track is no longer as serious as in 
former years. This may be due to increased use of silent projectors or 
the amount of training given to projectionists. Attempts have been made 
to include leaflets with film shipments warning the user of the conse-
quences of threading sound film into silent projectors. 
Were it not for the constant practice of keeping each film pro-
vided with a five-foot leader and credit title of appropriate length, the 
reported damages would be much more numerous. On many occasions various 
films w.ere saved from damage by the fact that the leader and credit title 
served as the necessary margin of warning to the operator to stop the 
machine when the film did not feed correctly. Evidence seems to support 
our contention that the training of projectionists is not done system-
atically,. It appears that every year October and February are the peri-
ods of greatest relative film damage from schools. During these months 
new operators are assigned to serve as projectionists. Many damage$ 
suggest that the operator did not understand the proper threading of 
the film. Failure of proper loop formation, for instance, accounted 
for many of the numerous damages at the beginning of films. It is· deemed 
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advisable to assign to each projector one lone hundred-foot roll of 
practice film, so that each projectionist has an opportunity to prac-
tice prior to the use of t he films·. On the basis of the total number 
of films circulated it is impossible to predict with any great degree 
of accuracy how many damages to expect during a given month. 
Although eight-hundred-foot films comprised approximately 26% 
of the prints in t he University library only 17% of the partial damages 
a~d 17% of complete damages were in eight-hundred-foot films, which 
helps to support the belief that these require proportionately less 
maintenance time. 
2:. To Show 
After you have selected your film subjects you must next make 
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certain that you will be able to secure them whenever you will need them. 
Motion pictures are distributed on a closely inte grated schedule, whether 
in the t heatrical field or the 16 mm circuit. For this reason films must 
scheduled well in advance. 
In order to obtain a film booking you will usually need to take 
very definite steps: 
1. Decide for what date or dates you will want the motion picture. 
2. Determine possible alternate dates if your first choice is 
impossible. 
J. Look up sources for the film you want, and decide which source 
to try first. 
4. Apply for your booking date, glVlng information on any alter-
nate dates you will accept. 
Suppose you want National Association of Manufacturers film 
The Price of Freedom". You may find from a catalog or from your local 
ilm information center that it is available from five sources as fol-
lows.: 
l. The NAM's motion picture department in New York--free 
loan or sale. 
2. Your nearest NA1f re gional office--free loan or deposit. 
3. Your state manufacturers association--free loan. 
4. Your State College film library--rental charge $1.50 
per show. 
5. Your local film library--rental charge $2.50 per day. 
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Local film libraries are either commercial libraries, frequent-
ly conducted by visual education dealers, or non-profit, libraries con-
ducted by school systems, colleges·, public libraries, religious organiz-
ations, and business associations. Rental fees range from 50¢ to $3.50, 
or in some cases higher. These charges are usually justified by the ex-
pense they incur, and the value to any community of having such a li-
brary handy. 
John Ladd Visual Service, on Stuart Street. i n Boston, is a. 
typical rental library. 'rhis service is affili&ted with the national 
concern Modern Talking Pictures Service, Incorporated of New York. 
This national company has 30,000 bookings a month, and covers five New 
England states. Companies such as General Electric, Westinghouse, and 
New ~ngland Telephone and Telegraph Company use the John Ladd Visual 
Service, and they are guaranteed an audience of 150 to 175 per show-
ing. International Business Machines recording records, in New York, 
Keep accurate customer reaction and total audience attendance. 'rhe 
Ladd Service is reimbursed from the New York office according to the 
number of people seeing the films. For instance, Monsanto Chemical Com-
pa."W' s film "Decision for Chemistry" has been in general distribution 
only since September 1953, and the cost per booking through Modern Talk-
L~g Picture Service is $2.70, and total bookings, to date 860, or total 
cost of about $2,322. 
In some cases you will not be able to secure a print when you 
wa~t it, either loan or rental. In this case you may: 
1. Have a substitute in mind which will be suitable, or 
2. Consider purchasing a print. 
Not all films are for sale, of course, nor will it be practicable to 
purchase a print unless you will have more than a single use for it. 
You might consider purchasing a film: 
1. If you need it for a series of showings over a period of 
weeks or months which will justify the cost. 
2. If you anticipate meetings where you will like to use it 
at irregular intervals, or meetings which cannot be 
scheduled in advance. In either case a distributor 
would not be warranted in extending you a free loan 
for the period you want it. 
3. If you want to present the film to a local non-profit 
film library operated by a school system, a business 
association, or club. 
It is difficult to des,cribe a fil.rn fully in a catalog or in 
promotional material, so it is wise to preview a film before purchas-
ing it. You can usually secure a sale print on approval. 
Industries such as the Ford Comp~~y, Shell Oil, Raytheon, New 
England Confectionery Company loan films out to schools, clubs, and 
business organizations, if they will pay the postage one ~~y (usually 
return). These industries are interested in the name of the organi-
zation shm~ng the film, number of times it was shown, total number in 
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the audience, condition of the film, a~d, most important, audience reaction. 
Advertisements in magazines, and flyers, are t\ro frequently used methods 
of promoting the film by the sponsor. 
2a. Projec~ion 
Up to now, perhaps you have found your local audio-visual 
equipment dealer very helpful. He has been glad to take the details 
of any projection off your minq. Perhaps you have a film library which 
is a convenient source of films, but now, with your more frequent use 
of film equipment, you may decide that you should have your own equip-
ment handy for whenever you will need it. 
Assuming you have purchased the equipment you need, - who is 
going to run the projector? Projection is the most important aspect 
of picture making and picture use. A film is certainly of little val-
ue if no one sees it, and it can be damaging to the sponsor 1 s reputa-
tion and promotional hopes if it is poorly projected. Every reasonable 
precau·tion should be observed to insure projection suc-cess. If you are 
really embarking on an extensive program of motion picture use, a 
trained projectionist is a great help and will relieve you if many de-
tails of arrangements. He cru1 leave you free to concentrate on larger 
problems. 
The projectionist can also relieve you of many details of 
the projection equipment. The projectionist should have his 
equipment set up in the room far enough in advance of scheduled meet-
test thoroughly. Although the care and handling are easy to 
16 mm motion picture projectors do req"ire modest regular atten-
They should be stored in a closet or other dust-Jtrotected place. 
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must be cleaned, and adjustments must be checked to avoid film dam-
each time they are used. Finding a projectionist should not be diffi-
In your organization there is probably a 16 mm hobbyist who will 
be glad to add this to his new field of endeavor. 
\Vhen you find your projectionist let your equipment dealer 
instruct him. Provide him with an "Audio-Visual Projectionist's Han-
book". Make him responsible not only for the equipment, but for all 
physical details of putting in a show, - the arrangement of the room, 
placement of speaker and screen, choice of lens', and checking the film. 
As your use of films increases some one will have to keep the 
records straight to avoid conflicting dates for the same film. Some 
one will have to check film prints in and out, check their condition, 
find out details of where and when showings are to be made. 
2b. Projection Equipment 
1. Motion Picture 
Film projection equipment varies all the way from the gia~t 
interlocked 35 mm theatrical motion picture projectors:, as installed 
i n Radio City Music Hall, to slide viewers for children. This range 
includes portable carbon-arc 16 mm motion picture projectors, "regular" 
16 mm sound-on-film portable projectors' of 1000-watt, 750-watt, or 
500-watt power; silent motion picture projectors, both 16 mm and B mm, 
sound slide film projectors, silent slide film projectors, glass slide 
projectors, and models that combine all three. The most commonly used 
motion picture projector is portable and has either 500 or 750-watt 
and the most commonly used slide film projector is a combination 
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Most modern 16 mm motion picture projectors will accommodate 
1600-foot reels, and some models will take up to 2000 feet and thus 
an project a continuous show of forty-five minutes length. They are 
adily portable, their operation can be learned in a few minutes;. They 
uffice for audiences up to 300 or 400 people under reasonably good pro-
Bell & Howell 
Easy to operate, compact and lightweight, the Diplomat 
16mm projector is ideal for home use. You can enjoy 
a full quarter hour show without interruption, 
~ your pictures always projected at their brilliant best. Smooth, 
dependable operation with greatest protection for your 
film is assured with the BeH & Howell Diplomat. 


jection conditions. Alternating current and direct current models are 
now available, which make converters unnecessary. Many also feature 
dual speeds for projecting both sound and silent film. Although any 
of t he better makes of 16 mm sound motion picture projectors will un-
doubtedly "thrown a picture and perfldrm satisfactorily, and most of 
them are in a price range that averages $500. There a~e a number of 
points that should be investigated by a prospective purchaser who has· 
a definite problem to solve, or at least a fairly definite method-of-
use pattern in mind. 
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One question might be: Is the projectOr ~o be moved by a. 
salesman practically door-to-door every day, or is it for use in a 
semi-permanent location? Some lines now contain very light weight 
models. featuring aluminum housing and cases, but usually they have less 
power and flexibility than heavier models. What is the average size 
audience likely to be? Will the machine get hard or relatively little 
How carefully will the machines be maintained, and who is going 
to do the maintaining? 
The price range for silent movie projectors: is approximately 
$315. Radio Corporation of America manufactures two models of 
16 mm Projectors, the 400 Senior and the 400 junior. Both projectors 
are designed for us~ with either sound or silent film. The Senior is a 
two-unit model with the projector in one case and the speaker in the 
The Senior sells for $560 retail, but can be purchased at 
for use vrithin the company. The 400 Junior will not compare 
the Senior, but is very satisfactory for small groups. It is a 
case model which sells at $475 retail, and can be purchased for 
use within the company. other machines are m~~ufactured by 
Bell and Howell Company, DeVry Corporation, and Eastman Kodak. 
2:. Slide Projectors; 
There are a great many different makes and models of slide 
projectors on t he mar ket today. Hovrever, many of the different makes 
have comparable features;. For instance, most makes are available in 
sound and silent models, and most makes are available with or without 
cooling fans. Many models: also can be operated effectively in a semi-
darkened room, and some operate vrell in a normally lighted room. 
The American Optical Company and the Soci~ty for Visual Edu-
cation Incorporated make models which will project single and double-
frame film strips and Z x ~ slides. These models, range in price from 
about $67 to $175, depending on model and lens. These prices are ex-
v~uo~ve of sound equipment. Other 2 x 2 silent projectors are avail-
approximately from ~30 to $105. other silent filmstrip projectors 
be purchased from about $40 to $100. 
The Selectroslide, manufactured by Spindler and Sauppe, is a 
projector with several important advantages. This machine has a 
gazine which, when loaded, can be set to change automatically at a 
ven t Lme, or can be changed by remote control with a push-button 
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in the hand. These features allow the speaker to stand in 
room and face his audience. The remote control feature is 
at least one other slide film projector made by the nanning-
This projector is called 11 Animatic 11 because the speed 
th which the frames can be changed creates a resemblance to motion pic-
The 11 Animatic11 comes in t wo models, priced at about $170 and $200. 
Another unique feature is the automatic frame changer on two 
SLIDE PROJECTOR 
The Duo-Master features sharp, bright, uniformly illuminated slide 
projection. Sturdily built, but lightweight for easy portability 
Handsomely styled, with brown crinkle finish and satin 
chromium trim. Accommodates glass or paper mounted slides. 
• Easy to Use - Quick focusing , loading and 
re:noving of sl ides. Operator can concencrate 
on o ra l presentation o f subject matter. Acc u-
rate sl ide placement a lways. 
of the sound slide models produced by the Operadio Manufacturing Com-
pany. The picture on these models changes automatically from an in-
audible signal on the record. The price range of the.se models is ap-
proximately $180 to $260. 
The Vu-Graph is a variation of the slide projector with sev-
eral advantages. The Vu-Graph works on an overhead projection princi-
ple and can be operated at a distance of four to six feet from the 
screen. This allows the spe~ker to face his audience and operate the 
machine. In addition drawings, printin&or calculations can be made on 
plastic sheets and proj ected on the screen. These sheets will appear 
on the screen much the sa~e as a blackboard is used. The projection 
can be either in black on white, white on black, or in color. The Vu-
Graph has the added advantage of use in a room with ordinary lighting. 
An attachment can be purchased for the Vu-Graph to project slidefilms 
or 2· x 2 slides. The price r.ange on the models. of the Vu-Graph are 
about ~~260 to $28.5. The Vu-Graph is made by the Charles Bessler Com-
' 60 Badger Avenue, Newark 8, New Jersey. 
3. Accessories 
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Projection screens are manufactured in two basic designs, the 
and the hanging models. The tripod type is available in models, 
40 11 to 72 11 x 9611 • The price range on the tripod model is from 
~f,l5 to $95. The price on the 6011 x 6011 screen is around $45. The 
g models are available in sizes from JOtt x L~O" to eighteen feet 
The price range is from about ~~11 to :~27.5. The price on a 
96tt is around ~70. The leading makes of screens are the Radiant 
d the Da-Lite. Either of these screens can be purchased from most 
jec:tion equipment dealers. 
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Electric pointers are an interesting accessory for all still 
projections. The speaker holds the electric pointer in his hand and 
projects an arrow or circle of light upon a screen, chart, or semi-dark 
room. With the pointer the speaker can focus the attention of his audi-
ence on any portion of the screen without moving. The pointer is av~il-
able in at least three models. One of the models ope~ates on llO volts. 
A second is smaller in diameter, and about 17 11 long. It operates on pen 
light batteries. The prices of these models are about $35 and $25 re-
spectively, and are made by the Algonkin Company of Mansfield, Massachu-
setts. A third model operates on ordinary flashlight batteries. This is 
distributed by Vvilliams, Brovm, and Earl Company of Philadelphia, Pennsylvania. 
3. Cost Total 
Estimated Cost per Shovving 
1. A quick and simple way to estimate probable approximate attend-
to be attained by an average distribution program for industrial 
sponsored pictures circulated through theatres is by the following this 
abulation of average attendance: 
Number of Theatres; 
First 1000 
Second 1000 
Third 1000 
Fourth 1000 
Fifth 1000 
Average Attendance per Theatre 
2000 
1600 
1200 
900 
600 * 
cost of theatrical distribution for this type of picture is not ex-
It varies, of course, theatre by theatre, but ~~11 aver-
about one-third to one-half cent per person in the audience. The 
ovfll accounting of t he number of people who paid admissions 
ng the "play date 11 must be accepted. However, a seating capacity 
' p . 169 
• 
"---' Bell & Ho-well 
Designed to permit you to extend your movie-making adventures irtto fascinating new fields, 
Bell & Howell accessories are built to the same high standards as B&H cameras and projectors. 
A complete line of lenses, lens caps, filters, cleaning-materials, focusing devices, tripods, 
screens, film reels and cans, carrying cases and editing equipment is available. Bell & Howell 
camera and projector accessory catalogs are yours for the asking at your B&H dealer 
EDITING EQUIPMENT 
ACCESSORY CAMERA LENSES 
ACCESSORY PROJECTION LENSES 
REELS AND CANS PROJECTION LAMPS 
/. -
of theatres is reported to indu~try trade papers, and it is a fact that 
a theatre must sell eight times its seating capacity per week to stay 
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in business, so the advertiser known his production was seen by at least 
eight times the seating capac-ity of the theatre in which it appeared. 
Usually a print will "play" a threatre 2:~· days to one week, and average 
six to seven showings daily. It is .then returned to the local exchange 
where it is cleaned and checked for possible damage, and then sent by 
that exchange to the next theatre. 
It is unlikely that a sponsored picture will appear on the 
screens of many "first run" or premier theatres;. However, one repre-
sentative of 8000 first run theatreawill accept industrial pictures 
running from one minute to eight minutes if the subjects meet typical 
theatrical standards. This organization can deliver from 25,000,000 
to 40,000,000 total audience at a cost of 1! cents per person, billing 
strictly based on box office receipts to prove attendance figures accu-
rate. The cost is from $10 to $15 per thousand, depending on number 
location of selected theatres:. 
The average theatre audience before which sponsored subjects 
vdll be made up of approximately 54% female and 46% male, the 
.... .,..,~,...,,.,.,..-t-ion of children running as high as 30% at some performances. Av-
attendant•s age is 19 plus, according to a Gallup audience 
z. ~lthough motion pictures for non-theatrical distribution may run 
to five or six reels it is wiser, if they are to be professionally 
stributed, to hold the over-all running time under a half hour, and 
two and one-half reels, or about one thousand feet of film. 
, P. 169 
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T.he twenty-minute to half-hour running time makes the picture sufficient-
ly flexible to fit into almost any organized group program, whether it 
be school, college, church, fraternal, service club, or trade associa-
tion lunch hour showing. The same length picture is also best suited 
for most luncheon and social group meetings. 
There are several non-theatrical professional distributors of 
commercial motion pictures, including Modem Talking Picture Service, In-
corporated, The Institute of Visual Training, Association Films, Incor-
porated, Castle films Service, and Jam Handy Organization. Although 
there are variations in their organizations they are all having the same 
objective, - to lift the burden of none-theatrical motion picture dis-
tribution details from the shoulders of the sponsors of films. 
Of course, many manufacturers are in a position to distribute 
pictures through their own organizations, but to outline the gen-
pattern of professional distribution we will trace the progress of 
one picture as handled by Modern Talking Picture Service, 
The number of .prints available will determine the total si&e 
audience reached and the speed of coverage. The average minimum 
be 80, maximum 500 prints. Showings arranged through the exchang-
office currently run about 35,000 per month, which means 
print is exhibited about 3.5 times per month. These averagffi 
school showings to every 100 none-school showings. Average 
is $2.50 if exhibitor has equipment, but if equipment 
operator must be provided by the exchange charges start at $17.00. 
With the exhibitor's bill for exchange services rendered at 
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the end of the month the sponsor also receives a recapitulation sheet 
which list~ bookings completed during the period. These figures are 
broken dovfll by state, city, and town, and the number of men, women, boys, 
and girls who attended each showing. 
A question frequently asked is: "What is the average attend-
ance at a non-theatrical movie exhibition?" This is similar to asking 
11 How long is a house", because audiences, like houses, come in consider-
ably different sizes. It is, however, possible to average audiences. 
The average general non-theatrical audience for a motion picture shovnng 
consists of 113.6 people, and is made up of 56 men, 48.6 women, 12.7 
1.3 girls. 
To figure the cost of a film or other visual aid the following 
omponents must be considered: Cost of producing or renting visual aid, 
or rental of projection equipment, salaries of training staff in 
of visual education program, and loss of time by employees view-
Total this cost, a~d divide it by the potential audience 
the life of the film; this will give you some idea of what it 
to reach each employee with your message. On a cost-per-person-
eeing basis the Aluminum · Company of America 1 s picture "Unfinished Rain-
11 the cost has been between one and three and one-half cents and one 
cents. 11 Unfinished Rainbows" has approximated ten 
on viewers to date (1954). ~f-
4. Measurement of Return 
After the prospective sponsor has received an estimate of the 
of his proposed film his next question is usually: 11 How can I be 
that I will get my money's worth?" This is even more difficult to 
, P. 25 
answer than t he cost question. The opinions of many training directors 
have not thus far provided a measure of the effectiveness of films in 
terms of the dollar return from the investment necessary to use them. 
Measuring t he return of films depends on the purpose of t he 
film. For example, indoctrination films may be designed largely to 
mold the attitudes, feelings, and emotions of trainees; system training 
films usually are designed to teach a procedure; merchandise training 
films pre sent a series of facts and some supervisory sales training; 
and human relations films are designed to acquaint the trainee with cer-
ain existing problems, so that he will consider his actions in terms 
these problems. Each of these general types of films needs a dif-
combination of instructional techniques in order to gain the 
returns. 
In Chapter IV of this paper a good example of measurement of 
is illustrated by sho~dng how the scrap was reduced through edu-
of welders at Raytheon Manufacturing Company . In the above same 
hapter t he t wo control groups mentioned in the training of keypunch 
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at John Hancock Mutual is another :method of measuring the return. 
The superintendent of safety of a large railroad stated that 
is ~horoughly convinced that safety films are a satisfactory medium 
conveying a desirable message quickly to a large number of employ-
and t'fe int'enei to continue t lii8 metliad ar safety education."* His 
J~"·'~uu mi ght be considered typical of those which other safety directors 
d, and while these are "opinions" they seem to be convictions as a 
t of years of actual experience with films. In a subsidiary plant 
steel corporation the film 11 To Live in Darkness" proved to be 
, P. 34 
useful. In this particular plant there had been a number of eye in-
juries, ru1d the problem was to get employees to wear protective equip-
ment. In the six months before the film was shown at their subsidiarJ 
plant there had been eight disabling eye injuries, including one loss 
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of an eye and innumerable first aid cases. Following the showing of the 
film (in t he first part of March 1948 until January 1949) not a single 
disabling eye injury occurred, and first aid cases on eyes were reduced 
about 60%. Undoubtedly luck had a lot to do with the reduction of in-
juries, although the safety director observed: 11 I am inclined to dis-
count the factor of luck because it has been my personal observation that 
the men are more conscientious in the wear, care, and use of their per-
sonal eye protection." 11 If luck was a factor our good luck has certainly 
coincidental ¥lith the showing of the film." * 
Another example of how films can help to obtain the desired 
was related by another steel corporation. This time the prob-
heat sickness. The corporation produced a motion picture to 
that had been developed to combat heat siclmess. 
was shorm to employee groups to stimulate interest in the pro-
to initiate discussion of it, and to get employees to follow the 
recommended in the film which were designed to prevent heat 
ss. The result of the program, which utilized also employee ·in-
ion booklets and posters, was a reduction of the cases of heat 
from 2,575 in 1942 to 428 in 1947:~~ 
It should be brought out that favorable results were not o~­
use of films alone in the above cases; films were simply an im-
of well-conceived programs. Few people would claim that 
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films should be used to the exclusion of other training media. The ex-
amples cited do suggest, however, that the addition of a film to a pro-
gram may result in its success, whereas without it the response to the 
program may be only apathetic. 
An example of the effectiveness of films in the discussion type 
of meeting is indicated by the experience of a west coast manufacturing 
company. The safety director of this company was concerned about the 
large nmnber of accidents which were occurring in his plant. By March 
of 1947 the accident frequency rate had reached 17.4. The safety direc-
tor thought that the most telling way to attack this high frequency 
rate was through the supervisors, so he developed a training course with 
the National Safety Council supervisory films as the foundation. A se-
ries of ten discussion meetings was planned, and extensive material for 
of the discussion leader was developed. The program was inau-
on April 1, 1947 and was completed around the 15th of June of 
Following are listed the accident frequency rates in the 
following the course for foremen. In the opinion of the safety 
ctor, the marked reduction in accidents was directly the result, of 
supervisory training program. 
1947 Accident Frequency Rate 
January 
February 
March 
April 
May 
June 
July 
August 
September 
October 
November 
December 
l+h. 
17.4 
13.4 
12.1 
9.9 
8.9 
8.1 
7.2 
6.5 
5.9 
5.5 
1948 Accident Frequency Rate 
8.4 
4.1 
2.7 
2.0 
3.2 
2.7 
4. 7 
* 
Business sponsors of public relations films have generally 
measured the effectiveness of their offerings by two criteria: (1) qual-
ity of t he fi~, largely based on their own opinion, or the audience 
reaction reports; and (2) quantity of audience. With this yardstick 
any picture which receives generally favorable reports from adult audi-
ences or school teachers who fill out the customary forms, and which 
runs up a sizable audience, is usally conceded to have been a~ ef fec-
tive and successful tool in the sponsoring company's public relation$ 
program. 
'rhere are several fallacies in this system of measurement 
which have been apparent to most sponsors for some time, but it is 
still frequently offered as the best, or even only method of gauging a 
picture's value to t he company. ("A million people saw it, and they 
they liked it. 11 ) 
The methods of measurement used by other media do not apply 
cases to films;. Film distribution is largely non-competitive in 
once seated, may not register disapproval by turning 
twisting a dial. Reaction reports sent in by the leader of a 
m~ not be too r eliable as an indication of the actual Qisposi-
of individuals in the audience to the film. It is possible that a 
picture reaching a large audience is a boomerang doing 
harm to t he sponsor than good, despite surface evidence to the con-
The problem of measuring audience reaction has been foremost in 
thinking of many business film sponsors for some time. 
One solution to a useful attitude measurement system, and per-
most extensive conducted to date, is the series of tests just 
leted by t he Schwerin Research Corporation for the American Telephone 
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Surve1 Results for Telephone Ccmpar17 
.. ~ 
INTEREST SCORES - BELL SYSTEM FILMS 
SCREEN REVIEW NO. 10 
JUST IMAGINE 
SEEING IS BELIEVING 
STORY WITHOUT END 
ROOD WATERS 
OF MANY VOICES 
CABlE TO CUBA 
STEPPING ALONG WITH 
TELEVISION 
REHEARSAL 
BEFORE YOUR TELEPHONE 
RINGS 
COMMUNICATIONS FOR CIVIL 
DEFENSE.(REV.) 
MR BELL 
SPEEDING SPEECH 
NATION AT YOUR FINGER 
TIPS 
PARADE OF THE RELAYS 
ICE KING'S CHAUENGE 
THE FRIENDLY WAY 
THIS WE OWN 
THE WORLD AT YOUR CALL 
COAXIAL AND MICROWAVE 
MIRACLES 
SYMBOL OF SERVICE 
VOICE WITH A SMIU 
SERVICE AniTUDE INDEX DIFFERENCES 
STORY WITHOUT END 
SCREEN RMEW NO. I (REV.) 
NATION AT YOUR FINGER TIPS 
MR BELL 
BEFORE YOUR TELEPHONE liNGS 
JUST IMAGINE 
SCREEN REVIEW NO. 10 
THE WORLD AT YOUR CALL 
ROOD WATERS 
STEPPING ALONG WITH TEUVISION 
CABlE TO CUBA 
ICE KING'S CHALUNGE 
COMMUNICATIONS FOR 
CIVIL DERNSE (lEV.) 
COAXIAL AND 
-2 MICROWAVE MIRACLES 
SYMBOL OF SERVICE -2 
THE FRIENDLY WAY -2 
VOICE WITH A SMIU 
-3 
REHEARSAL 
THIS WE OWN 
-5== -s 
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made b;y Schwerin 
COST AniTUDE INDEX DIFFERENCES 
STORY WITHOUT END 
SCREEN RMEW NO. I (REV.) 
MR BELL 
THE FRIINDI. Y WAY 
NATION AT YOUR RNGE1t TIPS 
THE WORLD AT YOUR CALL 
STEPPING ALONG WITH TEUVISION 
IEfOitE YOUR TEUPH0NE liNGS 
SCREEN REVIEW NO. 10 
CAIU TO CUBA 
Of MANY VOICES 
ICE KING'S CHALUNGI 
JUST IMAGINE 
COMMUNICATIONS FOR 
CIVIL .,_ (REV.) 
THIS WE OWN 
ROOD WATERS 
VOICE WITH A SMIU 
COAXIAL AND 
MICROWAVE MIRACUS 
SYMROL Of SERVICE 
0 
0 
0 
0 
COMPANY AniTUDE INDEX DIFFERENCES 
STORY WITHOUT END 
NATION AT YOUR FINGEI TIPS 
SYMROL Of SIIVlCE 
Of MANY VOICES 
MR BELL 
SCREEN RMEW NO. I (REV.) 
BEFORE YOUR TEUPHONE liNGS 
JUST IMAGINE 
STEPPING ALONG WITH TEUVISION 
THE WORLD AT YOUR CALL 
ROOD WATERS 
COMMUNICATIONS FOR 
CIVIL DERN5E (REV.) 
THE FRIENDlY WAY 
SCREEN REVIEW NO. 10 
CABLE TO CUBA 
VOICE WITH A SMIU 
COAXIAL AND 
MICROWAVE MIRACUS 
THIS WE OWN 
-4---
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and Telegraph Company. The Schwerin and the Telephone Company project 
was a joint undertaking to devise a sound methodological technique for 
the testing of films;. 
Two reports were made. One on four Telephone Company motion 
pictures, and a second also on four films;, including one from the first 
group. In the first group were "Telephone Screen Review Number 811 , 
"Before Your Telephone Rings", 11 Just Imagine", and "Rehearsal". These . 
four film$ were each tested both in New York City and in Wisconsin ru-
ral communities to a total of about 8,000 persons. Reactions of urban 
and rural audiences were thus obtained and compared. One important re-
sult was the revealing of two unfavorable effects that otherwis.e would 
have gone unnoticed. In the case of "Screen Review Number 811 there was 
an increased feeling on the part of the audience that all the mechani-
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al equipment shown in the film would cause loss of jobs among telephone 
An unfavorable effect created by 11 Just Imagine" was.· 
increase in the feeling that the company was not doing all it could 
to provide service for every one who wanted it, perhaps because the 
type of modern instrument that many viewers; wanted but 
not have. 
Women liked t~e films· better than men did, and older people 
them better than did younger adults.. Other rural people liked 
better than farmers did. 
The results of the second Schwerin report for the Telephone 
brought out the following findings about films tested: (J:). The 
11 Screen Review Number 8 11 definitely 
that film more effective than it was in its original version: (2) 
most important effect of the changes was to create a favorable im-
pression regarding technological unemployment, since the film~ revised 
version made it clear that machines mean more, not fewer jobs. In gen-
eral, the impression and attitude studies of these films revealed the 
extreme sensitivity with which films affect opinions. Inferences unpre-
dictable in advance can be drawn from seemingly inocuous statema~ts in 
the script, and can negate much of the favorable influence a film would 
otherwise have had. 'rhese findings underline the desirability of test-
ing and whenever possible pre-testing such films. 
The American Telephone and Telegraph Company has been v~rking 
vdth various research organizations for several years in connection 
with the audience measurement testing of films. They have to date (No-
vember 27, 1953) tested about thirty films, and they feel that the 
lessons learned warrant continuing with the experimentations, accord-
Mr . E. PaLmer of the Public Relations Department. 
As a striking example of return on investment, if the Bell 
could, through instruction via visual aids to school children 
which they are doing) decrease incorrect dialing by 1%, they would be 
to save ~ million dollars ~ year.* 
Practically every sponsor sends along with his film, when it 
s requested by a group, a card asking for audience attendance, and also 
reaction. Analysis of these records could indicate trends in 
or disinterest. Also, continual or repetitious negative re-
could be a warning t hat possibly the film message is not serving 
purpose for which it was designed. The fallacies in this system 
that perhaps t he group leader is not reflecting the attitude of the 
t ire group when he records the audience reaction on the card. 
, Mr. Edward Palmer 
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Even though it is difficult to measure the returns of a film 
because of its intangible nature there seems to .be some very good rea-
sons, as illustrated, why films are considered profitable "tools" of 
management. 
5. Your Own Film - or Not? 
At some given point you, as a manager or training director, 
may decide that there is no motion picture which does the job you wa11t 
done, and therefore you begin thinking about making your own motion 
pictures, or sponsoring a film. 
There are many questions to be considered before a decision 
o sponsor a film is to be reached, such as: 
(1) What do I want to accomplish by the proposed motion picture? 
a. To inform people of something they don't know? 
b. To provide them Ynth an experience difficult for them 
to acquire otherwise? 
c. To persuade them to an opinion or course of action? 
d. To entertain them and vnn their good will? 
(2) Whom do I wish· to reach with this motion picture? 
a. ·what is the principal group or primary market, to 
whom will it be directed? 
b. Wbat secondary markets may this film reach? 
(3) Can I state in one sentence the film's theme? 
(4) Is this motion picture to stand alone? Or is it part of 
a program of which the film's main purpose is to stimu-
late interest or discussion? 
(5) Is the message one 
proposed film be 
years from now? 
in a few months 1 
right medi um . 
of long or short duration? Will the 
useful one year, three years', or ten 
If the film subject will be out of date 
perhaps a motion pic~ure is not the 
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(6) What ~~11 t he picture cost? If a company is to make 
their oym films they should have a budget of ~~4.5, 000 
to $.50,000 a year. Mr. Lytle of Raytheon says: "A 
nine-man operation producing one film a month and 
getting distribution of two million per year costs. 
$12.5,000. 11 
Most picture sponsors find that distribution of a good film 
will continue for years beyond original expectations, adding dividends 
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of results not re~dily foreseen. At times, however, some overlooked item, 
such as styles, will quickly make a film out of date. In the end, the 
decision to sponsor must rest upon the importance of the objectives men-
tioned in questicrsl and 2, and the suitability of a motion picture to 
that objective. One company is reported to have be.en completely sa tis-
fied with a $1.5,000 film after a half-dozen showings. It reached and 
influenced important key persons vmose decisions meant millions of 
in business to the sponsoring company. 
How should you go about making a film? Sponsors buy motion 
from producers who handle all details direct, or through adver-
sing agencies , public relations agaencies, or a film advisory service. 
orne hire free lance script 1vriters, and submit the script to several pro-
ucing companies. In rare instances, a company executive has served sue-
as his ~m producer, hiring only technical assistance. 
Most sponsors will undoubtedly deal directly with the producer 
handle all details. The painfully acquired know·ledge and ex-
e of the good producer pay off in both economy and in more effec-
films. The commercial producer contributes t wo kinds of services 
the preparation of the film: 
(1) Technical 11 know·-how11 , - selection of capable personnel 
and suitable equipment. 
(2) Understanding of the problem which the sponsor wants to 
resolve with a motion picture, and the creative im-
agination necessary to come forth with a solution which 
1vill be effective when translated into a film. 
For the majority of companies, perhaps, the best advice is to 
f ind a good producer who understands your problem and objectives, and 
·with whom you find it easy to work. In selecting your producer make 
certain he is: 
(l) Financially sou..""ld. 
(2) Reliable. Does he have a list of satisfied customers who 
have given him repeat business? 
(3) Capable. How good are the films he has made? Get other 
people's opinions. 
(4) Your kind. Can you work well with him? Producing a good 
film ta:kes understanding between producer and sponsor·. 
a. Agree upon a fixed price for preparation of a script. 
b. Advise your producer your maximum budget allotted to 
accomplish the specifi c objective through film. 
The first question management asks in contemplating the pro-
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of a film is: "How much will it cost?" The business man does not 
that a slide film or a motion picture is a made-to-order product, 
that there no cost standards. The current rule-of-thumb is that a 
cost about .Pl.S, 000 per reel if no unusual complications are 
Ir the picture is to be produced in color add 25%. 
Mr. Dephoure, of the Dephoure Studios in Boston, said that 
two methods he uses to fi gure costs on films: (l) Daily basis; 
d (2) Flat price. Mr. Dephoure said that he had been in business over 
years, and that every customer he has made a. film for has returned 
o him for a revision or a new film. 
Although a Hollywood chemist estimated the maximum life of a 
film at twenty-five years, Government scientists said no apparent limit 
has yet been found. The newer safety or acetate films may be preserved 
for much longer periods, - unofficially the scientists put the life of 
a film several hundred years. 
The average cost of replacement footage per print amounted to 
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about $2.50 over a seven-year period on eighty-three films at the Audio- -
Visual Center of Indiana University being tested for mainten~ce costs. 
It is assumed that replacement costs will vary, depending upGn these 
variable factors: (a) The number of bookings per print; (b) Standards 
of maintenance; (c) Comparable number of black and white and color 
prints; and (d) The cost of replacement footage. 
One of the most important factors influencing the maintenance 
cost of 16 mm films is the care given the films during the period when 
used by the customer. 
After you have selected your film subjects> you must next make 
that you will be able to secure them whenever you will need them. 
John Ladd Visual Service in Boston is a typical rental library, and 
is affiliated with the national outfit Modern Talking Pictures, Incor-
This national company has 30,000 bookings a month, and guaran-
s an audience of 150 to 175 per showing. Industries such as Ford 
, Shell Oil, and Raytheon loan films to schools, clubs, and busi-
organizations if they will pay the postage one way (usually re-
Advertisements in magazines and flyers are two frequently used 
of promoting the sponsored film. 
Projection is the most important aspect of picture making and 
U3e. A trained projectionist is a great help, and will relieve 
you of many details of arrangements. A projec:tionist should be re-
sponsible for not only equipment, but all the physical details of put-
ting on the show. 
Film projection equipment varies all the way from giant in-
terlocked 35 mm theatrical motion picture projectors to slide viewers. 
for children. The most commonly used motion picture projector is 
portable, and has either 500 or 750-watt power, and the most commonly 
used slide film projector is a combination unit. The average price 
range of 16 mm sound motion picture projector is $500, silent movie 
projectors $290 to $315, and slide projector$ from $67 to $175. One 
of the most popular type of projector is the 21 x 2'1 slide projector, 
h sells· for from $30 to $105. The selectroslide and the Vu Graph 
t vro variations of the slide projector, and they both have their 
vidual advantages, depending upon the purpose for which they are 
o be used. In regard to accessorie&, projection screens are manu-
in two basic designs: (1) the tripod; and (2) the hanging 
The cost of theatrical distribution for sponsored industrial 
varies theatre by theatre, but will average about 1/3 to l/2 cent 
person in the audience. 
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Many manufacturers are in a position to distribute their pic-
ures; through their own organizations, but many others use non-theatrical 
ssional distributors of commercial motion pictures such as Modern 
g Picture Service, Incorporated, The Institute of Visual Training, 
Films, Incorporated, Castle Films Service, and Jam Handy Or-
In return for the services of these organizations the sponsor 
ves a recapituation sheet which lists total bookings completed during 
102 
a certain period, and gives detail figures broken down by state, city, 
and town, the number of individual showings of e~ch booking, number of 
men, women, boys, and girls, who attended each showing. To figure the 
cost of a film or other visual aids the following components must be 
considered: cost of producing or renting visual aid, cost or rental of 
projection equipment, salaries of training staff in charge of visual 
education program, and loss of time by employees viewing films. Total 
this cost and divide it by the potential audience during the life of the 
film, and this will give you some idea of how much it costs to reach 
each employee with your message. 
After the prospective sponsor has received an estimate of the 
cost of his proposed film his next question is usually: "How can I be 
that I will get my money's worth?" Measuring the return of films 
ends on the purpose of the sponsor had in mind when he made the film. 
of measuring the return on film use are: (1) control 
where the progress of the group shown films is compared with prog-
of groups which did not have the advantage of film sh~Ning as shown 
example of the John Hancock Insurance Company key punch operator tr~in­
(2:) actual reduction of scrap through use of motion pictures; 
education of employees; (3) opinions of numerous: training directors 
er long use of films; (4) reduction in number of injuries as reflected 
declining frequency rate where motivation of safety consciousness was; 
ted by safety fibns; (5) measuring sample groups for interest, cost 
and company attitudes either prior to or after fi~ms have been 
for ,public showing, in order to determine or predetermine audi-
e reaction; (6) another measurement is the indication of increase or 
of people viewing the film as obtained from attend-
ance records:; and (7) remarks on the cards sent back after a group has 
shown the film may or may not give an indication of the effectiveness 
of the film. 
lOJ 
CF..APTER VI 
Case Studies ~ Use of Films by Electronics Industry 
1. Westinghouse Electric Company 
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fustinghouse has been using films for about eight years. The 
majority of their production concerns itself with product, or "nuts and 
bolts." type of films. They attempt to produce either one or two institu-
tional films; a year which encompasses public relations and advertising. 
The operations of the company's film program are solidly 
founded. Vfuen a division such as the Transformer Division decides upon 
a. visual presentation of its story, or a promotion of a new product, a 
meeting is arranged between a representative of that department and the 
Film Division . 
First, the best means of presentation is determined: motion 
picture or slide film; scripts are written; the film produced, and prints 
distributed to the company's eight district sales promot i on offices 
a period of six months. Thereafter the production is released for 
general distribution tP~ough Westinghouse Film Library. Westinghouse 
distributes to schools. Films strictly institutional in char-
are usually distributed by Westinghouse Film Library in seven dis-
The bookings of the film library are controlled through 
all promotions and arrange for all 
The film library i s also a "clearing house" f or all motion 
slidefilms. The average audience for all groups is 75. 
stinghouse films in 1951, which were handled by Modern Talking Pic-
Service, were : 
"Adventures in Research" 
11 The Dawn of Better Living" 
"Electronics at Work" 
"On the Air" 
"Vera Has Her Way11 
"What is Electricity 
''Your Ticket to Better Buy-ing" 
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Free loan to organized groups is general policy of Westinghouse. 
A group or organization desiring extended use of a print may purchase 
it at cost. Calls for prints come not only from every state in the 
United States but also from many foreign countries. 
The Westinghouse films are grouped in three sections of their 
catalog: (1) General interest films; (2) Product information films; 
(3) Training films and instruction courses. There are 51 motion pic-
tures, 24 of them in colo~ and 16 slidefilms, listed in their catalog. 
Recently (1952) Westinghouse had a film made to train some 30,000 
salesmen as part of a 12 million dollar sales promotion. This film 
and was shown at one hundred meetings, based on a full 
program aimed at training salesmen to sell eight company products. 
The majority of Westinghouse films run ten or eleven minutes, 
principal reason underlying this policy is that a great percent-
of their product films are used through their districts by the 
"The greatest selling aid in the visual aid field for sales-
in Westinghouse," according to Mr. Day, "has been the table top 
ojector'1 (16 mm sound a.'1d self-contained unit). 
The average cost of a Westinghouse motion picture is between 
and $25,000, with color averaging $1500 per minute and black 
white $1000 per minute. !vlore than half (about 2/3) of the films 
Westinghouse are black and white. Majority of customer meetings or 
be in color, and all internal films are in black and white 
the subject naturally lends itself to color for complete under-
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Westinghouse does not have an annual budget for ilms as such. 
For the purpose of making institutional fiJ.Jns a certain amount is set a-
side by General Advertising each year for this purpose. 
Westinghouse has made approxunately two hundred films in the 
last five years. Also, they have made upwards of 50 slidefilms a year 
and about 3500 glass slides a year for internal meetings, customer 
showings, etc. Mr. Day says: 11 If the past five years is any criterion 
of what the next five years will bring, we will probably produce ap-
proximately the same number of films that we produced in the past." 
2. Hytr~ Radio and Elec~~onic s Company 
The main offices of Hytron are in Salem, Massachusetts and wa:s 
founded in 1921. In 1948 Hytron started thinking seriously of institut-
ng an audio-visual program for both personnel training and community 
onsumption. Over the past five years improvement has been made in the 
field of personnel training. The company has neglected films for 
ous communities until they felt that their personnel problems. were 
ufficiently stable. 
Hytron manufactures television tubes. They are doing a great 
of business· with both the Government and private industry. Until_ 
a few years ago the training of personnel consisted of a three-hour 
entation course covering the very basic knowledge essential for work-
g with electronic tubes. Turnover was very high, absenteeism was very 
The management decided that their training program was faulty. 
company tried extending the orientation program to six hours and 
gave each new employee a booklet on electronics to study, but 
ther of these methods resulted in success. In desperation the man-
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aJgement decided to show· motion pictures of the work that employees would 
be doing . H~ffever, the results were not good. Finally management insti-
t uted the use of film strips= with a specialist, whose job was the sub-
ject in the film strips,, to speak and. follow each step in accompaniment 
with the strip. The results ware satisfying. Turnover end absenteeism 
declined, but they felt that they could do a better job if they institut-
ed a definite program of audio-visual aids. Management, while recogniz-
ing the good results gained from the use of visual aids, was slow in al-
lotting money from the budget for such an operation. 
There are at the present time ten people employed for the 
handling of audio-visual aids. However, it must be noted that whi le 
t hei r main job is i n the audio-visual department, they also are the men 
who put together and edit the plant magazine. So Hytron actually gets; 
double service from their people. The method of determining which aids 
to purchase is in the hands of one man who has had experience in the in-
film field. This one man has complete authority over which 
used and which films are left out. 
A large scale program is anticipated this year whereby sepa-
offices completely furnished wit h the necessary equipment will be 
In Hytron 1 s film library at the present time are three films 
deal •nth training of personnel in electronic assembly line methods. 
purchased in 19.52, at t he total price of sixty-four thousand 
Hytron plans to have produced, in their various plants? a film 
the story of their company. They feel very strongly that this 
be a wise move, because they rented a film which dealt in very gen-
terms about the electronics industry; the film was distributed in 
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turn to a number of schools and clubs in the neighboring towns, and the 
results were excellent. The people who saw the films requested that 
Hytron send them any other films which could be used for the same pur-
pose. For these reasons Hytron feels that a film about their company 
would be a good investment, in their community relations program. Hytron 
has actually seen the possibilities of audio-visual aids in action. 
The plans of the Audio-Visual Aids Department are fairly con-
crete for future operations. It is their plan to have two men whose 
job it will be to travel whereover t he films are to be shown, 1"1hether in 
churches, schools, or any other organizations., for the purpose of run-
ning the projectors, and also for a commentary on the subject of the 
film. They also plan to effect a trading agreement bet~~en the variou~ 
electronics companies in the area concerning any films that can be used 
company. 
The subject of 1noney is very important to the new Audio-Visual 
Department at Hytron. While management recognizes the value, they 
it hard to realize that money vnll be saved by the proper training 
personnel and by good relations with various communities. Since Hy-
has recently been made a sub-division of Columbia Broadcasting 
these plans look brighter. 
The past experience that Hytron has had with audio-visual aids 
been comparatively limited, but the important point to note is that 
realize the value of such aids , both within their plants themselves, 
also in the several communities in which their plants are located. 
3. General Electric Company 
The General Electric Company has a complicated overall film 
Each of the six divisions are responsible, for the most part, 
their film prograJns. 
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a. Public Relations Services Divisions 
This operation is divided into two distinct parts: (1) theatri-
cal shorts, and (2) educational non-theatrical films.. The 35 mm theatri-
cal shorts are made available nationally to commercial motion picture 
theatres free of charge through their theatrical booking agent. The 
16 mm non-theatrical films are distributed nationally by General Elec-
tric 's 14 film libraries to schools, civic and social clubs, and other 
groups;. This division is concerned solely with films which have a broad 
public relations, value, and therefore do not deal directly with consumer 
products. The public relation divis i on does not coordinate the fiL'Tl ac-
tivities of the various· other divisions, but are occasionally called 
to offer advice in matters of production or distribution. 
b. Employee Relations Division 
Mr. Ted Lisberger, head of Education and Training Departments 
this division, said that this division had one main film produced by 
Company and several films produced by various other divisions. The 
attendance per film for internal showings has been about 10,000. 
division loans and sells their films to other companies. Their an-
budget runs greater than $50,000 a year. Less than half of their 
in color. 
Mr. Lisberger states: ''In my opinion 'films' are a very effective 
for delivering a message as compared to paid advertising in mag-
and newspapers." 
The Employee Relations Division has made three films in the last 
years, and expectsto make five in the next five years. The purpose 
films: in this division is mainly for employee relations, but 
also used for developing s1~ervisors. The films are shown to 
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executive persoPBel, manufacturing force, clerical staff, local communi-
ty, customers, and students in this division. These films are sho1vn in 
t he offices, factories, churches, colleges, conventions;, meetings, clubs, 
and sometimes on television. Slidef:Lbns and slide motion films are also 
used. This division has only been in operation five years. 
c. Carboloy Division 
Mr. Mason, General Manager of this division, states that they 
have only one film, and this is of the public relations type. This film 
cost about $50,000 or :~1, 250 a minute, and runs for about thirty minutes. 
Average attendance per film is 200,000 to date. Average audience per 
showing is 40 to 60 people. This division does not have. an annual bud-
get f or fiL~s, but expects to make one film in the next five years. The 
purpose of the picture is institutional good-will, and it is sho•vn to 
executive personnel, manufacturing force, customers, and prospects. This 
at factories, groups, meetings, conventions, and school and 
olleges. 
d. Lamp Division 
The Lamp Division has nine films; in its library: (l) six sell-
films; (2) two training for salesmen; (3) one advertising. They 
of t heir own film~, and the average cost is between $1000 
$5000. This division has been using films for twenty years. Dis-
bution of films is eight directly, and one through an agency. ~hr . 
states:: "We have no fixed budgets for films·, but we ma-l{:e 
as the need arises." Mr. Moyer feels that films are effective com-
d to other mediums such as newspapers and magazines for delivering 
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The Lamp Division has made five films in the last five years, 
and expects to make five more in the next five years. 
The nine films in this division are shown to manufacturing 
force, distributors, wholesalers, local community, customers, and 
prospects. These films are shovom in offices, factories, clubs, in-
dividuals, groups, meetings, conventions-, television, and schools 
and colleges;. 
E. Advertising and Scues Promotion Division 
Iv.II'. Robert Fegley says that he has been using films in this 
division since 1910, or for 43 ye~~s. There are 67 available films 
which, broken down, include: 
33 Customer Selling 
8 Training (Worker) films 
3 Training films for salesmen 
2'3 Public Relations films 
The Advertising and Sales Promotion Division produce about 
20% of their films) and the costs range from $1,000 to ~125,000. Av-
erage running time of films: is about twenty-two minutes. More than 
half of t he films are in color, and the annual budget for films in this 
is greater than $50,000. 
Mr. Fegley states, in regard to the question of effectiveness 
films for his purpose as compar ed to other mediums: "It is a_ matter 
selecting the proper medium for the communication job at hand. Usu-
ally movies and space advertising are both used in a mutually supporting 
The Advertising and Sales Promotion Division has made more than 
films in the last five yeaxs, and intend to make over t wenty in 
he next five years. For coordinating executives, teaching factory 
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workers, instructing clerks, and stimulating dealers, Mr . Fegley nor-
mally uses cheaper slide films for t his purpose. 
Mr . Fegley states: "Most of our films are directed either to 
customers or the general public. Internal distribution is usually sec-
ondary. We seldom shoot at 'average cost' or 'average audience', -we 
detennine the right cost a11.d audience for each job. 11 
4. The American Telephone ~ Telegraph Company 
The New England Telephone and Telegraph Company does not have 
a specifically named department of audio-visual aids. However, it does 
number of audio-visual activities, which are all coordinated by 
Relations Department of the company. 
As early as 1933 the company had been engaged in making films 
training of personnel, but it was not until two years later 
t hat this particular section of the company's overall activities was ex-
tended to include a customer-company relations program. 
The audio-visual section of the New England Telephone and Tele-
Company may be re garded as one of the big tools of the company's 
lie relations design. But, independently, this particular section 
following services: 
(1) Film showings. 
(2) Planning of Open House Talks (3) Demonstrations (lecture) 
(4) Shows and Fairs 
(5) Plant Visitations= 
(6) Exhibits 
services are done by other employees within the company, under the 
For a company which serves more tha11. two million people the 
io-visual section of New England Telephone and Telegraph Company is 
THIS INSET DIAGRAM shows main aSS<m· 
bly room a1·ea with sliding partition 
1·emoved to provide seating capacity 
for 189 persons. 
• 
BELOW: HEADQUARTERS and Long Dis-
tance Center of New England Tele-
phone & Telegraph Company in Bos-
ton, Mass. Audio-visual center is at far 
left on street level. 
( 
Reprinted from Businus Screeu 
MODERN BUSINESS THEATRE FEATURE 
ARTIST'S SKETCH (above) of the New England 
Telephone & Telegraph Company's· new au-
dio-visual center shows compact arrangement 
and complete facilities for many types o( meet-
ings and presentations. 
A Model Audio-Visual Center 
NEW ENGLAND TELEPHONE & TELEGRAPH COMPANY SHOWS FACILITIES 
X AUDIO-VISUAL CENTER, where every square foot of space is designed for double and in some cases triple 
duty, is a feature of the new Long Distance 
Center and Headquarters Building of the New 
England Telephone and Telegraph Company 
in Boston, Massachusetts. 
Incorporated in a minimum of space is every 
type of visual and audio device which has 
proved usable in the extensive public and 
employee information program which the 
Company conducts in the five northern New 
England States. 
Flexibility, with minimum operating ex-
pense, is the key to this installation. A pre· 
view room that doubles as a sound studio, a 
projection booth which projects films and 
slides in two directions yet doubles as a film li-
brary and editing room, an assembly room seat· 
ing 189 people for employee training purposes 
which can be turned into two rooms within 
twenty minutes, with complete audio-visual 
facilities in both, are only a few of the unusual 
features of this audio-visual center. 
Like so many of the new developments in 
the audio-visual field, this unusual center was 
born of necessity. A training film program for 
35,000 employees in five states and an exten-
sive system of informational film distribution 
to the public necessitated adequate headquar-
ters facilities. However, closely budgeted floor 
space and limited funds for construction made 
inspired planning imperative. 
Three years of testing equipment and de-
signing layout preceded construction. The 
space allotted comprised a "T" shaped area 
with the vertical of the T measuring 110 feet 
long by 18 feet wide between columns. The 
horizontal bar of the T measured 30 feet by 
18 feet. The artist's sketch shows how this area 
was utilized. A central Western Electric am-
plifying system serves the entire area. A mas-
ter film and record library are within easy 
(CONTINUED ON THE FOLLOWING PAGE) 
TWO VIEWS OF DUAL PURPOSE ASSEMBLY ROOMS 
BELow: the rear assembly room is cTeated by removable folding doon 
LARGE AsSEMBLY RooM seats 189 when folding doors shown below are 
removed as in this general view toward screen. 
(CONTINUED FROM 
THE PRECEDING PAGE) 
reach of the one projectionist who operates the 
entire system. RCA 16mm incandescent mo-
tion picture projectors were selected after ex-
tensive tests, and GoldE combination projec-
tors were installed for strip films and slides. 
Incandescent projectors were necessary because 
SOUNDPROOF FOLDING DOORS which aeate two 
rooms are easily handled by one man. 
of the additional expense involved in provid-
ing (lues for arc projectors to the roof of a 
twenty story building as required by local 
building codes. Presto turntables with West· 
ern Electric sound heads and Webster auto-
matic three-speed changers completed the rec-
ord playing installation. 
Two big questions about the design of this 
center remained unanswered until construe-
COMBINED ASSEMBLY RQOMS m·e shown in use 
for exhibit area of Bell System progress. 
LEFT: TELEPHONE SuPERVISORS LISTEN to a 
speai<e1· before a (tim 
showing (Inset) 
these floaT outlets are 
pmvided on stage in 
fwnt mom and at 
f1·ont of rear room for 
mikes, vide o and 
power, so that meet-
ings can be held in 
each of the two assem-
bly room areas when they are separated by 
the easily removable folding door partition. 
tion was completed. Could a top-grade color 
image be projected 100 feet with incandescent 
projectors? How could perfect sound repro-
duction be achieved in a long narrow room 
without destroying illusion? 
The projection equipment provided a satis-
factory answer to the first question or. the first 
test. The answer to the second questions was 
provided by the Bell Telephone Laboratory 
sound engineers, who designed the walls so 
that no echoes can develop and then specified 
sixteen Western Electric baffied speakers 
mounted in the ceiling in pairs so that the 
volume for each pair could be adjusted readily. 
When a film is shown, volume on each pair of 
speakers is reduced progressively so that while 
the rear speakers have a low level, those nearer 
the screen emit higher levels which produce the 
illusion that all of the sound is coming from 
the screen. For dancing or general sound, a 
flick of the wrist returns the speaker levels to 
normal and then there is no directional quality 
to the sound at all. 
Incorporated into this center are most of the 
modern aids to film distribution, editing and 
minor production. There are few trimmings 
and no heavy investment in production and 
recording equipment because the Company 
makes a practice of using commercial pro-
ducers for film and recorded training aids. 
( ( 
Every effort was made to anticipate future re-
quirements in the audio field. Shielded wires 
in conduit lead to loud speakers in cafeterias 
and employee lounges for music and speech 
distribution if desired. Coaxial cables arc in 
place with wall and floor outlets for television 
viewers when this media comes into general 
usc. Convenient outlets for mikes, AC current, 
and television arc pro,·idcd in booth, assembly 
rooms and preYicw room. 
But, CYen to the uninitiated, a tour of the 
center would reveal unusual features not yet 
in general usc in the industrial field. On en-
tering any of the three doors to the center, an 
illuminated "Il\' USE" sign, controlled from 
the booth, warns a visitor if a show is in prog-
ress. In the assembly rooms, guests would be 
delighted with the comfortable chairs, which 
utilize an ·unusual interlocking feature to as-
sure rigidity, but can be moved quickly to 
other locations. These chairs are designed to 
supply the same degree of sound absorption 
FtLM F.t>ITINC. FACILITIES m·e maintained in nne 
comeT of lowe1· level of pToJection booth. 
* The New England Telephone and Tele-
graph Company, together with the other Bell 
Companies has pioneered the use of industrial 
films for public information. It has been show-
ing industrial films since the early twenties. 
Since the end of the war, while the public in-
formation side of the job has continued, ex-
tensive developmental work has been carried 
on in the field of employee information, job 
and attitude training by means of films. At 
the present time, over 300 films are in active 
use in the training library and over 100 infor-
Entmnces to the Assembly and P1·eview Rooms. 
empty as full. The entire area is air-condi-
tioned for year-round comfort and is lighted 
by instantaneous fluorescent tubes on the ceil-
ing and in coves on the side walls. 
The projection and editing booth incorpo-
rates se,·eral novel features to conserve space 
and improve efficiency. Constructing the booth 
on two levels permitted projection above the 
heads o[ audiences, provided additional stor-
age space under the platform, separated the 
projection and editing sections and placed pro-
jectors, turntables, radio, and film libraries 
within easy read1 of the operator. A bank of 
three \\'estern Electric amplifiers provides any 
desired combination of sound systems. To a 
Yisitor, the amplified panels seem complicated. 
However, use of the numerous switches and 
knobs which prO\ ide the essential flexibility 
of the system has been simplified by number-
ing knob's and de\·eloping a chart which per-
mits quick easy settings for over two hundred 
combinations. Monitoring from either am-
plifiers or speakers separately is provided, 
while a separate Teletalk system provides 
monitoring [or cues and announcements in all 
three rooms. The booth measures only 18' by 
18' yet contains all necessary equipment for 
efficient editing and projection. 
PROJECTION ROOM 
(Three views at right, top of bottom) dual 
16mm pmjecton and turntables s.erve both as-
sembly mom m·eas. (Center) Projection booth 
showing dual level construction. Lown level 
for editing, shipping, etc.; ufJper level for pm-
jection and sound dist1·ibution to pn'view and 
assembly 1·oorns. (Bottom) Preview mom pw-
jection facilities shown in this view. 
mariana! film subjects available to the public. 
The Public Relations Department of the 
Company coordinates all audio-visual activ-
ities and the staff operating this section is ex-
tremely small for a film program that reaches 
an audience of nearly two million persons an-
nually. Thomas M. Hennessey is Vice-Presi-
dent in charge of Public Relations; Robert W 
Stokes, Public Relations Methods Supervisor, 
directs the film program and the staff com-
THE PREVIEW R O OM 
Fmnt view of smaller Preview Room setup. 
prisr:s Edward W Palmer, Information As-
sistant; Shirleyann Holt, Film Distribution 
Supervisor; and George Janes, Projectionist. 
The opportunity to build proper facilities 
for an industrial audio-visual center, from the 
ground up, comes to few companies. The com-
pletion of this center in Boston, however, gives 
a graphic illustration of what can be accom-
plished when specialists in the field are given 
time to plan, architects and contractors apply 
knowledge and experience, and the entire field 
of audio-visual equipment is scanned. • 
Supervisors preview an opemtor training· aid. 
This is a list of the films from which bookings are made. 
ENTERTAINING 
EDUCATIONAL 
INSTRUCTIVE 
A vail able Without Cb.arge 
lor snowing by 
SCHOOLS - COLLEGES 
FRATERNAL ORGANIZATIONS 
CIVIC GROUPS 
SOCIAL CLUB$ 
--
HOW 
TO ARRANGE 
SHOWINGS 
TnE 16m/ m sound motion pictures de-
scribed in this booklet are available for 
showing to school, college, civic, social or 
technical groups and fraternal organiza-
tions. 
The purpose of these films is to reveal 
in an interesting and dramatic manner 
some of the little understood and seldom 
seen developments of telephony that have 
built and are building the telephone sys-
tem in America. 
To obtain these films, just call or visit 
your local telephone business office. The 
manager will be glad to assist you in 
selecting an appropriate program and will 
make all the necessary arrangements. 
There £s never any charge for Telephone 
Company film showings. 
If you have 16m/ m sound motion pic-
ture equipment and an experienced oper-
ator, the manager will arrange to lend you 
any of these films. 
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Running 
Time 
in 
Minutea 
CONTENTS 
Title 
,.... ---------
I 
17 
17 
14 
30 
10 
20 
27 
10 
18 
10 
23 
32 
10 
10 
35 
15 
25 
10 
11 
15 
25 
20 
11 
11 
10 
30 
20 
19 
Adventure in Telezonia 
Before Your Teleph0ne Rings 
Bottle 0( j\J agic 
Communications for Civil Defense 
Crntal Clear 
Dial Comes To Town 
Echoes In War and Peace 
Flood Waters 
Hurricane's Challenge, A 
.Just Imagine 
:l\'lir·acle For Mrs. Smith, A 
Mr. Hell 
Nation At Your Fingertips, The 
New Sk~ ways For The Telephone 
OJ Many Voices 
Party Lines 
Rehearsal 
Speeding Speech 
Stepping Along With Television 
Telephone Cable To Cuba 
Telephone Courtesy 
Telephone Hour, The 
Telephone Screen Heview No. 5 
Telephone Screen Heview No. 8 
Telephone Screen Review No. 10 
Thanks For Listening 
This We Own 
Thought For Tomorrow, A 
Bell System Training Films 
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4 
5 
5 
6 
6 
7 
7 
8 
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11 
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12 
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13 
14 
14 
15 
15 
16 
16 
17 
17 
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I 
Running 
time 
17 
minutes 
ADVENTU E IN. 
TELEZONIA 
Teaching children how to correctly 
use the telephone. 
Bobbv, a ten-vcar-old bov who has lost his 
dog, Bounce, is. transporte-d to "Telezonia" 
where an imated puppe ts help him find Bounce 
by using the telephone correctly This film is 
part of a teaching unit available to elementary 
schools and covcrs both dial and manual tele-
p_honcs. Other parts of the unit include prac-
ttce telephones, practice directories, teachers 
manual and a color .J.Imstrip. 
Running 
time 
17 
minutes 
BEFORE YOUR 
TELEPHONE RINGS 
The invisible essentials of telephone service. 
Telephone men and women create through 
the eyes of the camera the invisible essentia ls 
wh ich make your home telephone service com-
plete. J f undrcds of operations must be com-
pl~tcd before your telephone can be used. 
W1rcs must be placed, vour number listed at 
inf~rmation and in directories, repair service 
not1ficd and accoun ting records established . 
The fascinating account of this process 
makes an educational and interesting picture 
story 
4 
Running 
time 
14 
minutes 
OF MAGIC 
Birth, Growth and Use of Electron Tubes 
The wonders of the electron tube are told in 
layman's lan guage as this film dramatizes the 
vital function vacuum tubes perform in 
telephony, movies, radio, telev ision, and 
national defense. 
The achievements of pioneers De Forest, 
Fleming and Edison in the electron tube field 
are clearly and interestingly explained . This 
educational film tells the what, how and why 
of electron tubes. 
Running 
time: 
30 
minutes 
COMMUNICATIONS 
FOR 
CIVIL DEFENSE 
AHack Warning in CD 
Opening with a dramatic scene in a Control 
Center during a simulated bombing raid, the 
film o utlines the telephone plan to ensure con-
tinuity of essential services in the event of 
disaster. 
Designed to acquaint Civil Defense per-
sonnel and the public with the communica -
tions plan being readied for use during enemy 
action, the film dramatically portrays func-
tioning of Civi l Defense opera tions before, 
during, and after a disaster. 
5 
Running 
time 
10 
minutes 
CRYSTAL 
CLEAR 
Growing Synthetic Crystals (in full color) 
Fascinating color scenes show how science 
has stolen a march on Mother Nature by 
"growing" quartz crystals commercially Na-
ture's way takes thousands of vears. Science 
does it in hours. This scienti.fic wonder is 
shown step-by -step from the tiny "seed" 
crystals to the final large clear bar. These 
crystals permit sending hundreds of simul-
taneous conversations over one communi-
cation path. 
Running 
time 
20 
minutes 
DIAL COMES 
TO TOWN 
The Dial telephone and how to use it 
"Gramps" has 1nental reser·vations about 
things new and the modern dial telephone 
service being installed in his community is no 
exception. This film shows why he fina.lly ac-
cepts progress. 
At a community meeting, Gramps and his 
family hear Telephone Company representa-
tives explain the advantages o( the new sys-
tem and demonstrate how easy it is to use 
dial telephones. 
6 
AND PEACE 
"Sonar" "Radar" explained 
Based on information now released from 
"Top-Secret" categor~· , this non-technical 
film presents the wartime development of 
Sonar (the underwater echo) and Radar (the 
airborne echo) and the use of these echo 
principles in peacetime. 
Lively sequences dramatically show how 
underwater sounds from a submarine disclose 
its position and how enemy planes can be 
spotted through fog and darkness. 
Running 
time: 
10 
minutes 
FLOOD WATERS 
Swirling waters challenge the telephone team 
The communication lines of the Middle 
West are turned into a tangle of poles and 
wires as rampaging waters bury great areas of 
Kansas, Missouri and Oklahoma in the great 
floods of 1951. 
Dramatic scenes show flooded cities and 
farm lands emerging from the sea of mud left 
by receding waters as telephone crews from all 
over the nation slou gh through the tangle of 
debris to restore the speech-ways. 
7 
Running 
time 
18 
minutes 
A HURRICANE'S 
CHALLENGE 
The telephone army fights disaster 
As a hurricane swept over the Northeast 
on September 21, 1938, unparalleled devasta-
tion leveled the communications of this 
densely populated section of the country 
This film dramatically pictures the mobili-
zation of men and women from all parts of the 
Bell System as they accomplished an unbe-
lievable job of reconstruction. Truck convoys 
of supplies and men from the West and South 
soon brought order out of the chaos. 
Running 
time 
10 
minutes 
JUST IMAGINE 
The 433 telephone parts in comedy relief 
Tommy Telephone, a little cartoon char-
acter, steps out of an advertisement to ac-
quaint the audience with the raw materials of 
a telephone handset. 
With the help of movie magic, Tommy 
creates the 433 needed parts, and to the 
strains of martial music he marches them into 
position in a telephone handset. 
"Just Imagine" brings the popular film, 
"Getting Together," up-to-date. 
8 
Running 
time 
23 
minutes 
A MIRACLE 
FOR MRS. SMITH 
The ABC's of the telephone 
Though taken pretty much for granted, a 
telephone call is "trul~' an industrial miracle." 
This ftlm gives a glimpse of the research 
behind telephone equipment, the precision in 
manufacture, the trained ski ll required for in-
stallation. 
The miracle of today's telephone becomes a 
realit,~ as this film takes vou behind the scenes 
of a ~outinc ca ll fr-om Mrs. Smith, a typical 
housewife, to her butcher. 
Running 
time 
32 
minutes 
MR. BELL 
A portrait of a great American 
The dramatic story of the birth of the tele-
phone as portrayed through the life of Alex-
ander Graham Bell, amid the flavorsome his-
toric setting of hoop-skirted Boston in the 
nineteenth eentw·y 
A screen portrait of the inventor as he 
looked, talked, though! and worked lo give 
his great dream to the wor·ld: a universal sys-
tem of ,·oice comnHrnil'ation that would over-
come the barriers of distance. 
9 
Running 
time: 
10 
minutes 
THE NATION 
AT YOUR 
FINGERTIPS 
Long Distance Neighbors 
This film shows how telephone users in 
Englewood, 1\ew Jersey, dial directly to other 
telephones located in thirteen large areas of 
the United States. This newest marvel of com-
munication carries one step further, the 
steady improvement in speed and quality of 
long distance telephone service. 
The film shows an Englewood resident 
dialing three digits followed b~· the telephone 
exchange number, then talking at:r-oss the 
nation in a matter of a few seconds, as ca::;i]y 
as she calls a next-door neighbor. · 
- J 
• .· A -
- I 
Beamed words across the nation 
ln ten minutes of news pictures and ani-
mated sketches the completion of the trans-
continental radio relay sYstem unfolds. 
.:\arrated bY a television announcer, this 
StOrY of CrOSS-COUntrY communications via 
clipjJer ship, pony exp;·ess, railroad, telephone 
wire, coaxial cable and radio rela~- , graphical-
]~- portrays a dramatic phase of America's 
growth. 
10 
Running 
time: 
10 
minutes 
1 
Running 
time: 
35 
minutes 
OF MANY 
VOICES 
The telephone g rows w ith the nation 
Told in terms of the life st01·~· of four prin-
cipal characters, the histor~- of the telephone, 
since its invention in 1876, rolls dramaticallv 
across the screen. As a background, grea·t 
world events that have occurred since the tm·n 
of the centur~- cut in and out of this saga of 
men and women inspired by an idea. 
Here, in thirt,· -five minutes of entertain-
ment, are the stories of a ~ -otmg nation and a 
young communications system growing great. 
Running 
time 
15 
minutes 
PARTY LINES 
The "Good Neighbor Policy" in full color 
Colorful marionettes relate what can hap-
pen when party line user·s for·get the value of 
neighbor]~, cooperation . 
You"ll Jo,-e the humor and subtle appeal of 
the knight;; who duel over a shared bridge and 
the miniature fire apparatus which arrives too 
late. 
Hut the mar·ionettcs lear·n that good tt>lc-
phone service and personal satisfaction reKtrlt 
when "Do unto others "is put into action. 
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NEW ENGLAND TELEPHONE & TELEGRAPH CO. 
SHOWINGS and ATTENDANCE of INDIVIDUAL FILM SUBJECTS 
MONTH AND YEAR ............... .......... AREA .. ... ....... .. .... ....... .... .. DIVISION ..... ... .. .... .. ...... ... .. ... .. DISTRICT .. 
~ 
SHOWINGS ATTENDANCE 
Adventure in Telezonia 
A Way with Fires 
Before Your Telephone Rings 
Bottle of Magic 
Coaxial 
Communications for Civil Defense 
Crystal Clear 
Dial ·Comes to Town 
Dusting 
Echoes in War and Peace 
Flood Waters 
Friendly Way 
Hurricane's Challenge 
Invisible Receptionist 
Just Imagine 
Million Times a Day 
Miracle for Mrs. Smith 
Mr. Bell 
Nation at Your Fingertips 
New Skyways for the Telephone 
Of Many Voices 
Party Lines 
Rehearsal 
Seeing Is Believing 
Speeding Speech 
Stepping Along with Television 
Telephone Cable to Cuba 
Telephone Courtesy 
Telephone Hour 
Telephone Newsreel 
Telephone Screen Review #5 
Telephone Screen Review #8 
Telephone Screen Review #10 
Thanks for Listening 
This We Own 
Thought for Tomorrow 
Trial by Fire 
Truth About Angela Jones 
Western Crossing 
You Can Tell by the Teller 
You'.re Driving 90 Horses 
Your Tell-Tale Voice 
-QUARTERLY REPORT OF 
OPEN HOUSES, TRADE SHOWS, FAIRS AND EXHIBITS 
Name of Canpa.ny 
I Activity 
1. Open Houses 
a) Central Office Visits 
b) Open Houses • • • • • 
c) Family Nights • • • • 
2. Trade Shows • • • • • • • 
3· Fairs • • • • . • , • • • 
4. Special Exhibits • • • • • 
5. Permanent Exhibits 
a) Kuseums • • • • • • • 
b) Other •• . . . . . . 
II Schedule For Next Quarter 
Open Houses 
This 
Quarter 
No. Attendance 
Period Covered 
Year Estimate 
To Date For Year 
No. Attendance No. Attendance 
XX xxxxxx 
XX xxxxxx 
XX xxxxxx 
1-
-
Location Date 
A. 
B. 
c. 
D. 
. E. 
F. 
G. 
H. 
I. 
J. 
K. 
New England Telephone and Telegraph Company 
CUSTOMER REL~TIONS ACTIVITY SUMMARY 
.Company, Area , Division o r Dist rict 
Number of Accounts-------------
(from C urre nt C ommercial Collection Repo rt ) 
I 2 3 
TYPE Talks Demon. Talks-
of Films 
AUDIENCE 
No. Att. No. Att. No. Att. 
Civic-Service 
Women's 
Organizations 
Social, Religious, 
Fraternal 
Trade, Business, 
Technical 
Schools-Youth 
Colleges-
Educators 
Employees 
Other 
TOTAL 
Theaters 
& Drive-Ins* 
Radio 
Television 
4 5 6 7 8 
Demon.- Film C.O. Visits Open Houses Family 
Films Showings Visits 
No. Att. No. Att. No. Att. No. Att. No. Att. 
1·, 
i 
GRAND TOTAL 
See other side fo r instructions. 
*Leave this LINE BLANK. 
Month Year 
9 10 
Shows Exhibits TOTAL 
& Fairs & Museums 
No. Att. No. Att. No. Att. 
I 
-
M~ Annual Summation YEAR 1951 
·---
Sm~tlVARY - INFORHATIONAL FILM DISTRIBUTION 
CI-!ANNELS OF DISTRIBUTION: 
1. COMFERCIAL AGENCIES 
SFO\"/S ATTEN. Contractors 
(r!ith Spk. 
(Without Spk. ~ 240,527 
SHOWS ATTEN. 
Projected 
-Rented 
----------------
2. RENTALS & LOANS 
Association Film 
Boston Public Library 
Boston Public Schools 
Cinema 
SHOWS ATTEN. 
52,000 
18,000 
7,400 
8,131 
18,000 
15,000 
2,185 
SPOWS 
c 
E 
R 
s 
T 
w 
AT TEN. 
o _______ _ 
::F-!OWS ATTEN, 
c 
E 
R 
~ 
T 
w 
Community Film Center 
Dept . of Education 
Farm Film Foundation 
Ladd Visual Service o--.r-;o;-;.......--~-.........-,._ 
-------------- 1952 - 100,000 
University of Maine 13,000 
University of Mass. 8,370 
University of N. H. 4,620 
University of Vermont 10,000 
-------~----
Rentals 
Loans 
SH01-;S ATTE N. 
------
3. TEEATERS 
Projected 
Rented 
Loaned 
SHOWS ATTEN. 
Bay State 
SHOWS ATTEN. 
2,611,936 (At no cost to the 
theatre owners.) 
GRAND TOTAL SHOWS ATTE N, 
3,010,006 
This is the Annual Report to the A.T.&T. Co. - 1951 
MOTION PICTURES AND SLIDE FILMS 
-- New En~land Tel. & Tel. Co. l~Ql 
Name of Company Month Year 
Number of Number of 
A. Distribution Channels Film Subjects Shows 
1. Theaters • . • . . . . . . . . . . . ~ 7,228 
2. Outside Deposits • . . . . . . . • • ~.~42 
3· Company - 3,838 . • • . • . . . • • . • . • 
4. Total • . . . . • . . . . . . • 13,008 * 
B. Audiences Number of Shows Attendance 
1. Theaters (Capacity x Days + 2) • . • 7.273 2,611,936 
. 2. Civic or Service • . . • . . . . . • 276 14,377 ). Women's Clubs . . . . . . . . . . . 75 4.445 
I 
4. Religious, Fraternal, Social • . . • 1.036 65.957 5. Technical, Trade and Business • . • 328 2.3.270 
6. Schools and Youth . . . . . . • • • 3,721 2'15,479 
7. Employees (exclude films used 
in job training) . . . . . . . . • 238 6.100 
8. Other • . . . • . . . . . . . . . • 61 8,442 
9. Total • 13,008 * 3,010,006 . • • . • . • • • • • • 
c. Co~anz Owned Audio-Visual EguiEment Number 
1. 16 m/m Sound • . • . • . . . • • • • 48 
2. 35 uv'm Sound • • . • . • . . . . . • 
--
3· Sound Slide Film • . • . . • . • • • 68 4. Silent Slide Film • . • • • • . . • 25 
Sono-Vision 3 
W1re Hecorders 2 
Tape Recorders 10 
n. Remarks ~~lease include any Ehase of the activitl that is interestin~ 1 
unusual or critical. Also include any quantitative data such as television 
audiences not in reEort above) 
(Show film usage on other side) 
* These totals should agree. 
* Film 
E. Title Number Showings 
Adventure in Telezonia • • • • • • • 
Before Your Telephone Rings • • • • 
Bottle of 'Magic . . • • . • . • . • 
Coaxial . . -• • • • • • . • • • . • • • 
Crystal Clecw • • . • . • • . . • • 
Dial Come$ to Town . . . • . • • . • 
Echoes In War and Peace • ' . . . • 
For Your Benefit • . . . . . . . . • 
Ice King's Challenge • . . . . . • • 
Indu~trial Measurement • . • • . • • 
Just , Imagine . • • • • . . . • • 
Mill~on Times a Day • • . . . • . • 
Miracle For Mrs. Smith . • . • . . • 
Mobi~e Telephones • . • . . • . . • 
Modern Alladin's Lamp • . • . . • • 
Mr. Bell . • . . . • • • . . • . . • 
Parade of the Relays . • • • . • . • 
Party Lines • . • . . • • . • • . • 
Repears,al . . • . . • . . . . • . • 
~eding Speech I . . . • . . • • • • 
stepping Along with Television • • . 
story Without End ••••••• • • I Telephone Courtesy • • • • . • . • • 
Telephones For Rural America • • . • 
Telephone Hour ' • • • • • . . • • . • 
Telephone Newsreel • • • • • . • . • 
Tetephone Screen Review #1 • . • • • 
Telephone Screen Review #2 . • . • • 
Telephope Screen Review 13 • • • • • 
. • I 
Telephone Screen Review #4 • . . . • 
Telephone Screen Review #5 • • • . • 
1- _ _____tel_e_pllQn~een Revie~IQ_!. !._!_ • • 
Telephone Screen Review #7 • • • • • 
Telephone Screen Review #8 • • • . • 
Telephone Screen Review #9 • • • . • 
Telephone Screen Review #10 • . • • 
Trial By Fire • . • . . • . • • . • 
Voice Sentinel • • • . • • • . . . • 
Western Crossing • . . . . . . . • • 
(Note: This is strictly a quantitative report. Please attach 
any comments that may ~ontribute to qualitative measurements.) 
* Leave this column blank. 
Atterxiance 
) 
) 
LOCATION OF PRINCIPAL PLANTS 
1 Administration Bldg. 
2. Personnel Bldg. 
- 3. Transformer Bldg. 
4. Credit Union Bldg. 
5. Power Tube Bldg . 
6. Equipment Production Bldg. 
7 Services Bldg. 
8. Publications Bldg. 
9. Cafeteria 
10. Final Test Bldg. 
11 Seyon Bldg. 
12. Bemis Bldg. 
13. Receiving Tube Plant 
14. Equipment Engineering Bldg. 
15. Lab 30 
16. River Bldg. 
17 Lab 16 
WALTHAM 
AND 
NEWTON 
If your building 
isn't on this page, 
look for it on 
the following 
pages. 
MASS. AVE. 
l 
I 
I 
I 
SOUTH LOWELL PLANT I 
Woburn St., S. Lowell I 
I 
I 
----------1 
I 
I 
37 Galen St., 
In addition to the locations shown on this map, Rayth~on also mai~ta~~s 
plants in Chicago, Illinois an~ Oelwein, Iowa - and servtce offices or act t-
ties in many big cities and maJor seaports of .the world. 
Porter Square, Cambridge 
soi\IIERVIlLE AVE. 
(ambridge 
TRANSDUCER DEPARTMENT 
BOSTON DISTRICT SERVICE OFFICE 
SPECIAL PRODUGS DIVISION 
75 N. Beacon St., Brighton 
II 
470 Atlantic Ave., Boston 
RAYTHEON 
RAYTHEON MANUFACTURING CO. 
' RECEIVING TUBE 
RECEIVING TUBE 
Quincy Plant No. 2 & 3 
265 Center St. 
RECEIVING TUBE 
53 Spark St., Brockton 
llJ, 
very small. There are only five people responsible for the audio-visual 
section: Mr. Thomas Hennessey, Vice-President in charge of Public Rela-
tions; Mr. Robert Stokes, Public Relations Methods Supervisor, who di-
rects; f:ilm programs and the staff; Mr . Edward Palmer, Information Assist-
ant; Miss Shirley Holt, Film Distribution Supervisor; a.'1.d Mr. George 
Jones, Projectionist. 
There is no fixed budget for tr.te audio-visual section. The 
size of the project detennines the size of the budget. 
Depending on the kind of project, the entire staff decides 
what medium to use. If the aim of the project can be achieved without 
action then filmstrips are used. If color is not considered necessary 
then motion pictures· in black and white are preferred. In other words, 
the staff studies the project with great deliberation, and always decides 
use the best medit~ for the making of the project , considering fac-
as money to be spent, time, and efficacy or vice versa of each 
1be Telephone Company also has a very modern model audio-visual . 
the Headquarters building in Boston. This center has complete 
acilities for many types of meetings and presentation~, particularly for 
es training purposes. 
The New England Telephone Company has three main avenues of film 
stribution: through the local business office, which will utilize a 
rcial agency; through rental and loan associations, which accommo-
educational institutions throughout the New England area; and through 
State film agency, which is integrated with the theatres. 
There are additional films which the Telephone Company nses with-
own organization. These films are designed for the Bell System 
114 
Employee Training, but they may be loaned for the use of non-telephone 
organizations and business concerns upon reque~t to the local Telephone 
Company Business Manager. 
The Telephone Company has a teaching package which is used for 
lecture demonstrations purposes, and is designed to help teachers to in-
struct elementary school pupils in proper telephone u~age. 
All of the presentations of the Telephone Company must be evalu-
ated by the Department of Motion Pictures and Audio-Visual Aids. The lo-
cal offices submit monthly reports that show the compilation of "Attend-
ance and Showings" of individual film subjects. The main films avail-
able to the public are listed to mini_rnize the work of writing, and also 
to improve methods of computation when these forms arrive from the vari-
ous areas and states. 
The local business offices throughout the five New England states 
the respective forms for progressive evaluation of the quantity 
the complete program. These reports are sent at stated in-
to the Boston office, where a summary report is made of each par-
activity, so that interpretation of the program will be more readi-
understood. They also provide a portion of the annual report that must 
submitted to the American Telephone and Telegraph Company in order that 
;hey mi ght determine the value of the program on a Bell System basis, 
nation-wide. From t he se reports they are able to supplement the 
sting program, or implement additional ones. 
5. Raytheon Manufacturing Company 
Raytheon illanufacturing Company does not have an audio-visual 
department, as such, but most of the activities along t hi s line 
>me under the Photographic Department. This department, which was 
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started in 1940, has a staff of twelve people headed by Mr. Lee Ellis, and 
assisted by Mr. Newell Garden. The staff of the Photographic Department 
includes: 
2 Clerks 
1 Copy camera specialist --
2 Contact printers 
1 Enl 
2 Wash ~Dd dry men 
4 Photographer~ 
The building which houses the Photo Department is shared with 
the Publications Department. This building is an old three-story home 
which has been remodeled for the use of the two departments. The Photo 
Department occupies two stories of the building, which includes a small 
previewing and projection room in the basement. There is a dark room 
and some offices on the second floor. 
The Photo Department, through the cooperation of the Public Re-
Department, convinced management that they would be justified in 
a film progr~~. The latter part of 1952 production was started 
the film "Electronics in Action". The purpose of this documentary 
film was to build good-will, or as a public relations tool. The 
was produced in eight months entirely by the Photo Department; di-
script written by N..r . Garden, and all the scenes 
Raytheon plant . There were no actors hired, and 
personnel vrere employees at Raytheon . The film cost $10,000 to 
e and approximately 50,000 people have seen the film in the course 
seven months . Mr. Ellis said: "We plan to show this film for a peri-
two years in order to realize our cost of investment." Mr. Garden 
11At this time (November 1953) we figure the unit cost of showing 
film is about $1.00 per person, but at the end of two years the cost 
a few cents per person . " Two more films are in process 
of production, - "Marine Collision'' and 11Microvrave Relay Equipment". 
The former is a customer relations film, and the latter is strictly a 
sales fil.rn. The film "Ready for Sea", based on the testing procedures; 
involved in getting a radar unit ready for installation on a ship, was 
released in December of 1953. This is a customer relations film and 
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was inspired by a visiting Italian scientist, who was amazed at the test-
ing techniques Raytheon used and suggested that his COQ~trymen would 
like to know more about this phase of manufacturing. 
Films are also used in the tune motion studies sections of the 
manufacturing division at Raytheon. Mr. Lytle, of Laboratory 16, has a. 
JP(>OOO dark room, and he takes high speed films on reactions of tests. 
• Lytle also takes films on progresffi of equipment on a day-to-day 
asis and then puts them together. This division also prepares canned 
ches for its scientists on film to be used at clubs, churches, and 
r outside organizations·. This division prepares and shows tech-
s of experiments and reports results of achievements all on film. 
of the work of Laboratory 16 is highly confidential or secret in 
as they are doing about 85% Government contract work. N~. Lytle 
s made t wo films for the Navy of highly technical nature. Laboratory 
shows noon-time movies on such subjects as safety, travelogue, 
techniques, new equipment, and sports. The average audience 
thirty-five people, and most of the films are obtained free 
Ladd Visual Aid Service . in Boston. 
The Engineering Division in Newton, Massachusetts also shows 
motion pictures as was pointed out in Chapter IV, Section 4 
paper. 
The Photograph Department does not have a definite budget, but 
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it is directly related to the film in production. Both of the films 
produced thus far, and the two in production are all external type, but 
"Electronics in Action" has been shown to practically all the employees 
desiring to see it. This film has been shown as part of the orientation 
program at the Quincy Plant and at "Family Night". Raytheon handles all 
distribution of films to schools, clubs, or other organizations,. 
The Photo Department has five Bell and Howell 16 mm sound mar 
chine projectors vrhich can be borrowed internally by any group desiring 
to shmv fibn. Each group is responsible for obtaining their mvn films 
and physically transporting the equipment to a pre-reserved area. The 
projector and mechanics of fibn showing is left entirely up to individ-
uals in the groups desiring a film showing. 
"The Photo Department would like better studio facilities and 
than it has now in order to operate more effectively", said 
• Garden . 
Q.HAPl'ER VII 
Conclusion 
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Good results from the use of business films: are certainly no 
accident. Awareness and execution of the proper techniques of film us-
age is very important in deciding whether or not film showings are prof-
itable to an orgniazation. Raytheon Manufacturing Company seems to be 
lax in the application of the techniques as outlined in this paper. 
Every individual group obtainff its own films, and projection tec~~iques 
are left up to inexperienced individuals. Organization of the audio-
visual activities among different divisions are not coordinated. For ex-
ample, some divisions have noon-time movies, but 90% of the employees are 
not aware of these facilities. Laboratory 16, m large division, has 
equipment that the Photographic Department does not even knmv exists in 
Each individual division carries on its own film processes 
aware of duplication in efforts or availability of material in other 
company. 
Raytheon has made two films and has two more in production, 
of them are public relations, customer relations, or external 
These films are aimed at building up good-will outside the plant, 
would seem that more return per investment could be obtained 
internal use of film in the areas of safety and training. In many 
visions; of the company, ~uch as Engineering and Equipment Production, 
employees themselves started film programs because they wanted to 
their knowledge of their jobs, and this interest should be en-
With the exception of the Tube Division in Quincy, very little 
has been done on training problems and the part the film 
aid. 1~. Brown, Training Director of the Quincy Pla~t, 
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has effectively applied films as a medium of instruction for employee 
operators to reduce scrap. Also, there is very little use of film to 
motivate employees to an awareness of safety (it is costing Raytheon 
thousands of dollars a month for industrial accidents). The use of film 
for orientation has had satisfying results at the Quincy Plant, accord-
ing to Mr. Brown. 
The main reason given to the author of this paper by training 
and safety leaders, at Raytheon, for the lack of the use of films, in 
their areas was that there was not sufficient relative film material 
available. The electronics industry is a specialized and technologi-
cally dynamic field, and therefore there are few standard films on 
this subject matter. 
Another apparent weakness in the techniques of film u~e is the 
k of a suitably equipped classroom for showing the films to a group 
people in their individual divisions;. Employees in Raytheon, as well 
companies, seem to want to lmow more about the company 
Because Raytheon is so physically scattered and so large, 
is very natural for an employee in Building "A"to want to know hmv 
the Raytheon 11 family11 • Then he might want to know what is 
of the Newton Plant, and how does it tie in with the oper-
ons of Building "A11 in Waltham, 11where I am working". Another ques• 
on perhaps close to his interest is "How do I get paid, and what are 
company wage incentive policies?" All these and many more questions 
st in the old or new employees' minds could be incorporated in an 
This fiL~ need not be an elaborate Hollywood production, 
perha:ps even an inexpensive slidefilm would suffice. The film "Elec-
cs in Action" is a general and overall view of the company's prod-
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ucts, but an internal film would have to be much more specific and lim-
ited in scope. Possibly a program where a film about each division con-
~olidated into one (with the expense shared from the overall budge-t of 
each division) could be worked out. 
'rhere seems to be a large gap in films jointly sponsored by 
union and management. Perhaps a film showing a mock bargaining meeting, 
or a mock grievance meeting could be made to show the solidarity of the 
union-management relationship at Raytheon. Another gap in film subjects 
is the film sponsored by management giving credit to the ~~ion for its 
overall contribution to the smooth, strike-free running company. 
The foregoing are merely a: few suggestions for possible sub-
jects for internal fiL"D.s;. I am sure there are many more avenues which 
could be profitably explored by Raytheon in the field of internal films. 
There seems to be three areas where R~theon Manufacturing Com-
not using fiL"D.s profitably, and in their order of importance 
1. Organization: 
(a) A motion picture or audio-visual department should be or-
which would control all audio-visual material made or used by 
company. This would standardize equipment, and also act as a "clear-
house" for material used. This department would be a good security 
in regard to films made for speech making purposes. 
2. Film Material: 
(a) There should be an intensive survey made within the com-
determine specific subject matter, •vith the possibility in mind 
producing some good internal films on employee training, safety, or 
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orientation. This would seem to be a more profitable approach than pro-
ducing all public relations films. 
3. Tech..11iques of Use: 
(a) ~ach division should have an area well-lighted and venti-
lated for showing films or holding classes. 
(b) A film Library should be organized. 
(c) Personnel should be trained as projectionists, or a pro-
jectionist should be assigned to the audio-visual aids department. 
(d) Better distribution by putting films in the hands of a 
professional film service. 
(e) Definite maintenance program for visual aids equipment. 
Raythe on Manufacturing Company has only recently begun to use 
a medium of communication, so it is especiaJ.ly important at 
this time to consider the objectives and profitable use of this power-
tool of management in this company, as well as any other company 
ontemplating film usage. 
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APPENDIX A 
Language About 16 ~ Motion Pictures; 
Like any other field, the motion picture has its own terminology. 
For the beginner the following vocabulary may be helpful. 
Animation: Cartoons or technical drawings which are 11 animated" or 
made to move on the screen. 
Camera: Machine used in taking original photography. 
Cutting continuity: Printed version of actual words on sound 
track of motion picture ~s finally released. 
Direct recording: Sounds accompanying pictures recorded at same 
time as phptography. 
Documentary: A term loosely a11d variou~!!ly used, but typically 
a motion picture commenting on a single subject in 
the social scene through dramatic selection and 
treatment of realistic photographic sequences; mu-
sic is usually restrained and narr~tion subordinated 
to screen presentation. 
Documentary-type: Usually refers to motion picture in which off-
screen, or voice-over, narration on sound track ties 
photographic material together. 
Dubbing: Laboratory process in motion picture production by which 
recorded sound is introduced into a sound track record-
ing previously made, as the dubbing of a studio record-
ing of a narrator into a. direct recording of dialogue; 
also synchronization of sound track with screen image. 
11 Dupe": Duplicate of master negative, used to insure against dam-
age to the original in printing process. 
Featurette: Short photoplay. 
Frame: Single picture in a motion picture sequence. 
Ki..1lescope: Photographic and sound recording of television sh01v made 
for re-telecasting. 
Leader: Blank film at beginning or end of a print which is not a 
part of the motion picture. 
"Lip sync": Production process of sy-nchronization of sound track 
with lip movementsof screen image. 
Master: Master negative;; original film material in final version 
or a duplicate of it for printing purposes. 
12.3 
11M : :Millimeter, for designated width of film. Three standard widths 
are: 8 mm (home movies); 16 mm (club circuit movies); 
35 rnm (used largely in theatres). 
Musical: Type of motion picture which, in the tradition of the oper-
etta, typically emphasizes the light and humorous •vith 
part of all of dialogue in music; or a motion picture in 
which vocal or instrumental music provides larger part 
of film's appeal. 
Newsreel: Short motion picture, usually vrlth several narrators and 
a number of film subjects., all with newsworthiness at 
the time made; often includes humorous or human inter-
est subject matter also. 
Off-screen: Refers to person or thing which does not appear in the 
photography but which may be indicated by sound track or 
otherwise. 
Out of Sync: Lack of synchronization. 
Photoplays: Type of motion picture which presents a; dramatic story 
such as most theatrical feature films do, usually pro-
duced with professional actors and dialogue. 
Print: A film printed from master to be used for projection. 
Projector: Niachine used for exhibiting film. 
Reel: Spool on which film is wound (16 rrnn reels come in 400 ft., 
800 ft., 1200 ft., and 1600 ft. sizes referred to as 
one-reel, two-reel, three-reel and four-reel lengths,; 
also, unit of meast~ement of films length (e. g., two-
reel film is 800 feet, or approximately 22 minutes long). 
Re-vnnding: Transferring film from take-up reel to feed reel in 
position for another projection. 
Scenario: Synopsis of motion picture wit,h scenes, situations and 
limited directions;. 
Screen editorial: Type of motion picture which presents a point of 
view but depends largely on a narrator on the sound track, 
with photographic material from real life as illustrations. 
Script: Typed or mimeographed manuscript giving cast, scenarios, dia-
logue and all necessary detail prepared in technical fonn 
for director's use. 
Sd: Sound, indicating that the film is not silent and must not be 
used on silent projector. 
\ 
lci1.-
Silent speed: 16 frames per second, rapidity of projection for silent 
films:, available generally on both silent and sonnd pro-
jectors; see sound speed. 
Slide motion picture: Slide fiL~ material produced in motion picture 
form, often with a feeling of motion being imparted by 
clever movement of the camera or the material. 
Sound speed: 24 frames per second, rapidity of sound projection, 
cannot be obtained on silent projetltor• •. , 
Sound track: Photographic record of sound on a motion picture film 
vmich activates a projector sound unit. 
Sponsor: Company or individual who directs that a motion picture be 
made for a specific purpose, who controls contents and 
distribution plan and who pays for the production. 
Sprocket holes: Carefully registered holes in film by which pro-
jector moves film, found on two edges of 35 mm and 
silent 16 mm films, but only one edge of 16 mm sound 
or 8 mm films • 
Stop motion: Production technique of imparting mobility to inal'li-
mate objects by stopping camera and moving the objects 
between exposures .• 
Story board: Rough sketches of key scenes in a proposed motion 
picture, arranged in sequence to help the sponsor visu-
alize the finished film. 
11Sync 11 : Synchronization. 
"Synchronization": Correct timing of sound track to visual image. 
In projecting a film the film passes through the sound 
unit after passing the lens aperture. Incorrect loop-
ing of film on projecture will cause lack of sound 
synchronization. See also "lip syncn. 
Throw: Distance from projector to screen; also refers often to the 
maximum distance at which a projector can place an ac-
ceptably sharp picture on the screen. 
Tails-up: Not rewound, applied to film print which must be re-
versed endwise before another projection. 
Track: Sound track. 
Travelog: Type of motion picture describing a particular locale or 
series of locales whose chief appeal depends upon beau-
tiful scenery, exotic customers or interesting people 
and structures shown. 
1~ 
Treatment: Written statement in non-technical language of t he theme 
and method of development of a proposed motion picture as 
a basis for discussion and consideration. 
Voice over: Voice explaining pictures· on screen, coming from a narra-
tor who is not shown; off-screen narration. 
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